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This halftone illustrates one of the great battery 

of display windows of the Husch Bros. Store, St. 

Paul, Minn., where C. R. Scott directs displays. 
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HILE the letter reproduced here is ™ 
an eloquent testimonial to the qual- 

ity and effectiveness of Bodine-Spanjer 

facilities and products, it is but one of HUSCH BR03, me. 

hundreds of similar expressions from suc- 

cessful merchants and displaymen who 
experienced that satisfaction and : 

profitable benefit always resultant from DISPLAY Rae 

Bodine-Spanjer Service.... And customer 

satisfaction is the element that has raised 

Bodine-Spanjer Company to the pinnacle 


of the display industry. 
The Bodine-Spanjer Co. 


OFFICES AND FACTORIES World’s Standard Backgrounds EXHIBITS AND SALESROOM 
6372639 W. Division St. and Complete Display Equipment 316 So. Wabash Ave. 


(At Chatham Court) 
Chicago 
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Serial 393 Store 
Lighting Book 


contains a 
wonderful 
fund of infor- 
mation and 
ideas for mak- 
ing your store 
and its display 
windows more 
attractive. 
There is a free 
copy of this 
book waiting 
for YOU! 


Send for it 


now! 
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The Koester School 
System of Draping | 


Has been in use now for over twenty years. The fundamental principles involved in this method of 
draping are so simple that any one can master them and ever afterward can originate and develop new 
drapes made in the very latest styles. 


Over 10,000 graduates have found our teaching has enabled them to so increase their efficiency that 
they immediately make their displays the talk of their community. 


Examples of recent Koester drapes are shown at the top of the page. Miss Gloria Christy, of the 
“Artists and Models” Company now playing in New York and recently in Chicago, posed for these 
drapes, made by Will H. Bates, Instructor of Draping at the Koester School. The silks used were 
furnished through the courtesy of the “Puritan Silk Corporation. 


Window Display is the Store’s Best Publicity 


Figures just published show that stores all over the country report that from 25% to 75% of 
their business is credited to the Show Windows. The better the displays, the better their business. 
The importance of the Display Manager is in direct proportion to his ability. He can become one of the 
store’s most important employees by taking a few week’s course of study at the Koester School. ; , 
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Send Us This Coupon Today it aaa emia | 
Thousands of other young men have found this 314 S, Franklin St., Chicago 
coupon started them on the road to that success that Please send information covering following studies: 





The KOESTER SCHOOL 0 Card Writing 


314 S. Franklin St., Chicago 
In the Window Display Center of the World 
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means a bigger pay envelope. | 1] Window Display OC Retail Advertising 
1 
i] 


DORR e eee mee eee Ee eee SHEER HHH e eee eee E EOE EEE HEHEEE HESS EEE 








a oe 








December, 1924 


THE DISPLAY WORLD 








JACK L. CAMERON, 
President, I. A. D. M., 
Harris-Emery Co., 
Des Moines, Ia. 


PAUL LUPO, 
Barker Bros., 


JEROME A. KOERBER, 
Director, I..A. D. M. 
Strawbridge & Clothier, 
Philadelphia, Pa. 


HARRY W. HOILE, 
Rorabaugh-Brown Co., ; 
Oklahoma City, Okla. Los Angeles, Calif. 


HERMAN FRANKENTHAL, E. H. LEAKER, 
B. Altman .& Co., Henry C. Lytton Co., 
New York City. Chicago, IIl 


i 39 TRIE F. WENDELL, CLEMENT KIEFFER, 


L. Hudson Co., The Kleinhans Co., 
Yetroit, Mich. Buffalo, N. Y. 
FRANK MAXWELL, W. A. McCORMICK, 
Frederick & Nelson, Boston Store, 
Seattle, Wash. Chicago, Ill. 


LOTHAR F. DITTMAR, 
Mandel Bros., The Union Company, 
Chicago, Til,’ Columbus, Ohio. 


CARL W. AHLROTHI, J. DUNCAN WILLIAMS, 
The May 


Co 
ie Los Angele, Calif. 


ALLAN H. KAGEY, 





Chicago, Ill. 


Display Adv. Specialist, 


THE DISPLAY WORLD 


Editorial Advisory Board 


_ Pittsburgh, Pa. Topeka, Kas. 
[CHAS. W. MORTON, GEO. E. PRUE, 
| Weinstock-Lubin, Jordan Marsh & Co. 


t 


(H. H. TARRASCH, 
\ 
ly 


‘NED MITCHELL, "J. J. CRONIN, 


‘DAVID A, MOREY, I. NORTHROP, 






‘CARL F, GOETIMANN, 
Vice-President, I. A. ’D. M 
Joseph Horne Co., 


RAYMOND T. WHITNAH, 
a Director, I. A. D. M., 
Crosby Bros. Company, 


| Sacramento, Cal. 


IRWIN G. CULVER, 
J. R. Palmenberg Sons, Inc., 
New York City. 


Boston, - Mass. 
J. WALTER JOHNSON, 


Powers Furniture Co., 
Portland, Ore. 


GEO. A. SMITH, 
Display Adv. Counselor, 
New York City. 


Stix, Baer & Fuller, 
St. Louis, Mo. 


Louis K. Liggett Co., 


L. Bamb “ 
A New York City. lemec’ Ney. alae 


Newark, N, J 


S. Pierce Co., 
Re, Mass, 


0. WALLACE DAVIS, 
H. Batterman’s, 
~ Brooklyn, N. Y. 


Smith-Winchester Co., 
Jackson, Mich. 


HENRY SHERROD, 
:Newcomb-Endicott Co., 
Detroit, Mich, 








Second ‘Annual Display Review Achievement 


NE year, ago this page predicted the most 
notable’ advance and achievements in the 
histor§ of window display for the year 
1924. Those predictions were based on the 

information and interviews gleaned with the leading 
window display, specialists, national advertisers and 
retail merchants tfiroughout the country. There was 
only one mistake in the prediction of this page one 
year ago—it did not go far enough. In the digest of 
all the interviews with the foremost figures in the dis- 
play realm the most unusual optimism for the year 
1924 was apparent. While it was believed the advance 
of the display field would be without precedent, it was 
not believed that it would go so far beyond that as to 
shatter all fondest expectations. But it did. 

The publishers of The DISPLAY WORLD, there- 
fore, are able to announce, with much gratification, 
the most pretentious publication ever devoted to the 
subject of window display in all its branches for the 
forthcoming month of January, 1925. The Second 
Annual Display Review will be an achievement. It will 
be particularly so because of the fact that this maga- 
zine is less than three years old. Always leading the 
way to greater progress, The DISPLAY WORLD has 
felt the pulse of advance, and has endeavored to direct 
the display sphere to more notable accomplishments. 
To see the display field accomplish even more than was 
predicted a year ago is extremely satisfactory, but the 
best satisfaction comes in the predictions for the year 
Nineteen Hundred Twenty-five. 

The editor’s desk in The DISPLAY WORLD’S 
offices is already loaded down with the most remark- 
able array of editorial features, interviews, predictions, 
experiences and achievements, together with the finest 
collection of illustrations on display subjects obtainable 


. that has ever been gathered together in the interest of 


window display advertising. It is the editor’s task to 
disseminate, edit and prepare this mighty array of 
editorial material for the Second Annual Display Re- 
view, to appear in January.. The business department 
promises the finest array of advertising that has ever 
been produced descriptive of the products of the display 
field. And so the Second Annual Display Review will 
be more than a handbook for the display profession: 
It will be the most comprehensive YEAR BOOK OF 
THE DISPLAY INDUSTRY, in its entirety, ever 
issued. 


There will be no part of the window display field 
left untouched in this magnificent issue. ‘The retail 
merchant, the display manager, the card writer, the 
creator and producer of window display advertising, the 
lithographer, the manufacturer of display fixtures and 
equipment, the display counsellor, the national adver- 
tiser, the display service, the window shopper, the win< 
dow display itself, will all ‘be represented in this num- 
ber. Each will receive it§ particular attention. The 
review of progress of thé year now nearing a close 
and the predictions of unusual advancement for the 
year 1925 will afford the. most valuable information 
for the constant reference of any branch of the display 
field. The wealth of material already on hand, and the 
remainder to come, give silent testimony to this fact. 


The Second Annual Display Review will be a book 
to save—to treasure in the archives of display history. 
Every branch of the window display advertising field 
will want this remarkable issue in its files for future 
reference. The advice of the publishers is to order 
extra copies now. The additional supply to be printed 
will not last long. 
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Italian Renaissance 
Tuscany Design 


Correct Fixtures in Period 

Designs form pleasing 
- settings for properly dis- 

playing merchandise. 


—All Fixtures have prac- 
tical utility—their Design 
is pleasing and bound to 
produce a favorable im- 
pression for merchandise 
as you show it in your 
windows. 


—Costume forms, blouse 
and waist forms, col- 
larettes, etc., of .papier 
mache, always correct for 
latest style changes. 


The Italian Renaissance 
Book will be of interest to 
you. Will be glad to mail 
you a copy today. 








No. 5508 Drape Stand 


With ornamental top for use in 
making piece or yardage goods 
displays. 

Made in the following heights: 
42 in. high, standard base, 8-in. top 
50 in. high standard base, 9-in. top 
§0 in. high, standard base, 10-in. top 
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No. 5507 Drape Stand 
A standard with special ornamental 
top through which fabrics can be 
arranged to form pleasing and in- 
teresting effects, securing a distinc- 
tive arrangement of merchandise 
whenever piece or yardage material 


is to be shown in the window. 
Standard 60 in. high, base 10 in. 


or 
Standard 50 in. high, base 9 in. 
Top, 36 in. wide 








No. 5504 Millinery Stands 


For display of ladies’ hats, small 
articles, etc. Made in the follow- 
ing heights, with correctly propor- 
tioned standards: 
12, 18, 24, 30, 36 42, 48 and 60 inches, 
respectively 
All tops removable and interchange- 
able, as desired. 


Hugh Lyons & Company 
Lansing, Michigan 
SALES OFFICES 


New York—35 W. 32nd St. 
Chicago—217 W. Jackson Blvd. 
Baltimore—No. 1 N. Eutaw St. 
Boston—52 Chauncy St. 


Wood, metal and papier mache 
Display Fixtures and forms. 
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Cooperation Is Need of Displayman 


Should be consulted and should participate in various trade con- 
ferences with store’s advertising and merchandising men 


By DAVID CRONBACH 


General Manager, Franklin, Simon & Co., New York City 


HE display manager is and should be a 
concrete part of the store he works in. 
Shop windows are as old as the world. 
From the beginning of time devices 
have been made to attract attention to the wares 
that someone else has to dispose of. As centuries 
have passed the displaying of wares has improved. 





You displaymen should tieup closer to the mer- 
chandise man, the buyer, the advertising man, and, 
in fact, the entire system of the store. You are 
an integral part of the public- 
ity of the store and your win- 


should be made by every displayman. The display 
manager has the opportunity to make himself one of 
the big executives:of a store. He is the pulse of a 
store and the spirit in which he displays his goods 
reflects the character of the store in which he is 
employed. 


The very first display is nature. The beautiful 
hills, the valleys and streams that are to be seen 
on travels through the country are the display of 
nature. They convey tg the mind the value, the 
beauty, the necessity of nature 
as a part of everyday life. The 





dows should reflect the policies 
and standards of your indi- 
vidual concerns. 


You should specialize in the 
development of your art and 
all that it embraces. One of 
the best ways to do this is to 
develop your assistants, the 
young men of the profession, 
who will carry on the work 
that you will leave behind you 
and enable you to make the 
position of display manager as 
dignified as. possible. 


The displayman should know 
what all of the related divisions 
of the store system are doing. 
He should be consulted on al! 
matters that pertain to his 


The accompanying article is the 
text of a portion of the address de- 
livered by Mr. David Cronbach, 
General Manager of Franklin Simon 
& Company, before the New York 
Metropolitan Display Men’s Club at 
the Gregorian Hotel in New York 
City the night of November 18. 
This was one of the most interest- 
ing meetings ever held by the 
Metropolitan displaymen, and _ is 


only the forerunner of a series of . 


such meetings, in which prominent 
executives of the department stores 
in the Greater New York district 
will address the displaymen. Mr. 
Cronbach’s address is a gem of in- 
formation for displaymen through- 


~ out the country and should be care- 


fully preserved. From it displaymen 
should be able to gain many mottoes 
to follow in their endeavors during 
the year 1925. 


same is true of the display 
manager and his window dis- 
plays. What he places in those . 
windows, and the manner in 
which he places the merchan- 
dise or material on display is 
plainly conveying to the pub- 
lic the nature, the value and 
the standard of the store, and 
the merchandise that may be 
found on the interior. 


The display manager has a 
distinct function to perform, 
and, in my opinion, he can 
best carry it out by co-oper- 
ating and working with the 
other officials of the store. 
The buyers can be of excep- 
tional value to the display de- 








work or that are related to it. I 

have asked our display manager to take everything 
touching on publicity or the windows, such as the 
daily advertising, and analyze it. I urge him to 
get into the spirit of the store by absorbing the 
ideas of the advertising. and: merchandise managers. 
The displayman should attend all store conferences 
possible, so that he can have an intimate idea of 
what is going on and can offer his own sugges- 
tions. 

Attending the various conferences of the store 
broadens and develops the displayman into an able 
executive, who, through this broadening education, 
can, I believe, carry out a better job. 


A complete study of his job not only from his 
own interests but from the interest of the store 





department, and particularly 
close co-operation is advisable in this direction. 


The progressive display manager is today look- 
ing up to a brighter,-more certain future, by reason 
of his close application to the principles of the 
store he represents, and more of them must follow 
his footsteps, if they hope to be successful. 


If the window displays of a store are tied up and 
co-ordinated effectively with the other forms of 
advertising representing that particular business in- 
stitution, it will not be long until the windows are 
widely and generally discussed by the public. The 
people of-the city will begin to realize that what 
they observe in the store’s windows reflects the stand- 
ard, character and dignity of that establishment and 
all its branches. 












THE DISPLAY WORLD 





December, 1924 





Beauty In Beauty Shop Displays 


Acme of windows in this particular line is reached in California with 
striking display and remarkable wax figure 


By MISS PEGASUS TARON 
Special Correspondent, The Display World 


EAUTY SHOP owners confine their win- 
dow display efforts too often to a sym- 
metrical pile of jars of cold cream and 
boxes of powder, with, perhaps, a few 

badly lettered or soiled signs. Or he has one wax 
figyre, on which he changes the hair dress spas- 
modically, and covers the shoulders with tulle or 
silk. i 

That owner will say his personality brings the 
trade to his shop. It probably does. However, 
there are few shops which could not do with addi- 
tional customers, and in these days competition is 
stronger in this line than ever before. Beauty shops 


are springing up overnight—and dying. in- the © 


same fashion. One niust keep the feminine atten- 
tion, and we all know that the window shopping 
instinct is strong among we “womien, folk.” 





Elaborate Display Frentage of Don Lux 


Surely, the purveyors of beauty should appeal 
to the beauty love. in all of us. Surely there is an 
opportunity greater than even a department store 
or a lingerie shop has to offer, and, just as surely, 
it is a field which is neglected. Attractive windows 
are a necessity in this line of business, and almost 
equally important is an attractive reception room, 
clean, well-arranged booths and cases. 

In San Francisco there are many lovely beauty 
shops, but in the past few weeks there has been 
mentioned one shop more often than any other. 
Men who have never seen the inside of a shop have 
spoken of the windows and gone back to look again. 
We refer to the window display of Don Lux at 556 
Geary Street. ; 

Mr. Lux ‘is an artist. Years of experience with 
his work have not made him grow:stale nor lessened 





Beauty Shop at San Francisco, Cal. 
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his enthusiasm for his profession. In collaboration 
with a maker of wax figures here in the city he 
has evolved a window which has stopped thousands 
of San Franciscans, as well as visitors. 

A special wax figure was made in the Stubergh 
Studios by Mrs. Stubergh. Miss Estelle Reed, head 
of the Theodore Kosloff School of Dancing in Sa 
Francisco, and a dancer of more than local fame, 
posed for the figure, which was done in plaster over 
the body of the model and is life-size. The costume 
was designed by Theodore Kosloff and carried out 
in the minutest detail. The best of hair was im- 
planted in the head and dressed by Mr. Lux. 

This lovely figure, posed on the tips of her small 
toes, with her hands gracefully outstretched in the 
pose of the toe dancer, her silken frock immacu- 
late and shimmering, was placed in the window 
before a black velvet curtain. Tall candelabra on 
either side shed a soft amber glow over the figure 
at night time. On the velvet rug at her feet lay 
the tiny soap dolls, on each of which Mr. Lux 
placed genuine hair, dressing each in a different 
mode. A huge basket of ferns completed the win- 
dow. 

At the end of one week Mr. Lux arranged a 
number of baskets of flowers to take the place of 
the soap dolls.. Each flower was made of silk rib- 


THE DISPLAY WORLD 


Beautiful Wax Figure of Toe Dancer in Window of Don Lux Beauty Shop, San Francisco 

















bon, with a wee doll in the center with the in- 
evitable hair dress. By thus varying the balance 
of the window, but always using this unusually 
beautiful figure, he plans to make his window in- 
teresting to the passerby for some'‘time. He is 
fortunate in that his shop provides two windows 
and the opposite one is utilized for showing the 
usual models carrying transformations, wigs and 
whatnot. 

We realize that every shop has not the facili- 
ties nor the finances to provide figures of this type. 
But the small dolls are within the range of all and 
everyone loves dolls. In every woman is that 
grown-up child who loved to fix her own doll’s hair 
and who can better fix the hair of these tiny models 
than the professional hair dresser. Also, it provides 
another source of income. Many offers were made 
for the purchase of those in these windows and 
Mr. Lux plans to make many of them for sale 
during the holiday season. 





RACOONS DESTROY A GOOD WINDOW DISPLAY 


Two racoons, which made their escape from a cage in 
the display windows of the Glenmaker Fur Store in St. 
Paul, Minn., recently furnished considerable amusement for 
passersby, but destroyed a good display of millinery, which 
was the unit adjoining theirs. The animals were placed 
in the window as an added attraction during “fur week.” 
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When Wax Figures Cost Only $20! 


Vast difference found between products of manufacturers when they 
were made without arms or legs and those of today 


By RALPH R. GARRISON 
Advertising Manager, J. R. Palmenberg’s Sons, New York City 


OME fifteen or twenty years ago, wax 
figures could be bought for twenty dollars 
and up. Of course, as always, the “up” 
represented the most desirable just to 

make it more interesting. 

Although the oft-quoted shrinkage in valuation of 
the dollar of the early 1900’s and that of today is 
universally acknowledged, still it seems quite a jump 
from twenty to several hundred dollars for a wax 
figure. The why and the wherefore is interesting and 
worthy of consideration. 





The Unique Wax Figures of Years Ago 


In the first place, the twenty-dollar wax figure of 
years ago consisted of a wax head and neck that set 
into the papier mache shoulders. The head and hands 
were the only portions of the figure that were made 
out of wax. 

Fortunately, or unfortunately, according to how 


you look at it, the styles of that time revealed little or © 


nothing of milady’s anatomy so far as flesh was con- 
cerned. The debs and matrons of the aforementioned 
period were allowed heads of obvious skin texture and 
sometimes ungloved hands. As to the rest of their 
anatomical appearance, that billowed, flounced, bumped 
and curved in mysterious manners foreign to what 
nature intended. 

These facts, however, made it possible to call any- 
thing a figure so long as the wax head approximated a 
human countenance and the waist was decidedly wasp- 
like. Legs were unmentionable and unseen in those 
days, so were, consequently, quite unnecessary on the 
forms for display. They were obtainable, of course, 
when desired on the higher priced figures, but were 
more the exception than the rule. 


Figures Were Sufficient for Prevailing Styles 


The principal requirement for these figures was 
accurate and authentic style measurements at the bust 
and waist. Appearance, finish and naturalness in the 
wax head was, of course, governed more or fess by the 
price. Arms were constructed of wood and jointed at 
the shoulders, elbows, and sometimes the wrists. Wax 
hands were attached to the wrists. Of course, for the 
display of evening gowns full-length wax arms and 
wax head, bust and shoulders were available and oft- 
times necessary. Milady of that period, when she 
stepped out in the evening, went the limit in decollete. 
That. is, comparatively speaking, although not quite in 





Showing the wax figure of 
the olden days when prices 
ran as low as $20 for a single 
figure. The head and hands 
were the only portions of the 
figure actually made of wax. 
The small waist line of those 
days was most essential and 
legs were tabooed, and barely 
even the ankle could show in 
the figures of a still — later 
period. Read this article by 
Mr. Garrison for further de- 
tails. 
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the same, manner as the prevailing vogue. Figures for 
such display, however, were not in the twenty-dollar 
class. 

Papier mache torso, a wire skirt with an iron stand- 
ard and claw base, similar to the present-day manu- 
facturers’ forms, completed the figure. Moulding, 
casting and sculptoring ifrom the human model was, 
of course, undeveloped and too costly for the grade of 
figure desired. Production in quantity was easy, com- 
paratively inexpensive and more or less profitable. 

Cheap Wax Figures Caused Own Downfall 

It soon became apparent that many wax figures were 
made for price, with slight regard for the effect they created 
or the manner in which they displayed merchandise. Wax 
figures, so called, soon began to appear on the market 
for twenty dollars and less. Some displaymen became 
over-enthusiastic over the low price and began to fill their 
windows with cheap wax figures. The inevitable result 
was that wax figures began to become regarded as a joke 
and many high-class stores excluded them from their win- 
dows. It took many years to overcome this opposition and 
general tendency to ridicule the value of a wax figure in 
display. 


Renaissance of the Wax Figure 


The aforementioned condition was the principal con- 
tribution to the renaissance of the wax figure. Other fac- 
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Left, High Grade Wax Figure of Man, So Popular 
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With Men’s Wear Stores Today; Center, 


Showing Unadorned Wax Figure of Today; Right, Late Wax Model of Woman. 


Showing Natural Potse of the Present-Day Wax Figure 


tors have also’ been instrumental in the development of the 
present-day human-looking and sales-getting’ wax figure. 
Among those; are the radical changes: in .fashion, which 
necessitates ‘full-length, anatomically correct figures; as 
well as full wax head, bust, arfns, and frequently the com- 
plete torso. Also the increasing appreciation and demand 


for quality in a wax figure to harmonize with the revolu- 
tionized ideas and settings of the present-day displayman. 

Of this more will be mentioned in a later issue, for the 
displayman cannot afford to revert to the wholesale use 
of cheap wax figures. 


The high-grade wax figure of today can hardly be com- 
pared with the wax. figure of years ago. In construction 
alone the difference is so great that it can merely be out- 
lined. here. As mentioned above, full wax head, bust, 
arms and back are part of the present-day figures. The 
additional quantity of wax necessitated is by no means 
the principal item. Every high-grade wax figure is now 
moulded, cast and modeled from the human figure. | This 
applies to the enameled papier mache body and limbs, as 
well-as the delicately flesh-tinted wax parts. There is a 
vast amount of time, craftsmanship and labor consumed in 
the evolution of these wax figures. 

To neglect one detail of their construction is to lessen 
their human interest appeal, for, as in the human figure 
itself, their perfection is based upon the harmonious yet 
unnoticeable perfection of details. It also tends to cheapen 
the quality and appearance of the figure. - Inferior wax 
figures will tend to depreciate the value of merchandise 
shown and spoil the effect of an entire display. There is 
too much at stake for the displayman to’ hazard such a 
condition, for his art is of growing importance and appre- 
ciation. To go a step backward would be to invite loss of 
hard-earned prestige. 





AID CHILDREN’S HOSPITAL BY UNIQUE STUNT 


Jays, 11 Temple: Place, Boston, Mass., is always con- 
sidered .a store with unique ideas. Recently they gained 
widespread publicity by giving 20 per cent. of the store’s 
proceeds durng a three-day sale to the Children’s Hos- 
pital. The event was advertised widely in newspapers. 
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Radio Broadcasting In Window 


In attractive and artistic setting, New York firm draws tremendous 
crowds to its windows by most unique demonstration 


Crowd Blocking Sidewalk in Front of Aeolian 





OR a number of years the sterling windows 
displays created by Mr. K. B. Chil-Jian 
for the Aeolian Company, nationally fa- 
mous musical instrument and radio house, 

at their Forty-second Street headquarters, New York 

City, have been the talk of the town. Recently these 

scintillating and sales-creating displays were excelled 

by one that stopped the traffic and attracted hundreds 
into the store by its originality and timeliness. 
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Highly Artistic Window Display of Aeolian Company, New York, Showing Radio Studio. 





Company, New York, to Hear Broadcasting. 


It is a well-known. fact around New York City and 
elsewhere that Aeolian Hall houses the transmitting 
studio of the WJZ radio station on the top floor of the 
same building. A combination of the two was repro- 
duced in the display windows which resulted in this 
most unique display. The window was divided into 
three sections, the one on the left being a replica of 
a powerful broadcasting station with the operator on 
watch ; the centre represented the interior of the aver- 
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age studio, with piano, microphone and so on, while 
the right-hand side was arranged to look like the home 
of a radio fan, with the radio set in action receiving 
the broadcasting. 

Crowds passing on Forty-second Street blocked the 
sidewalks in their attempts to get near the windows, 
and during specified times actual broadcasting was done 
through WJZ, upstairs, the microphone being con- 
nected in the usual manner for remote control work. 
The performers in the window sang their songs and 
delivered their speeches into the microphone exactly 
as it is usually done in a broadcasting station, and 
through loud speakers the crowd on the sidewalk could 
hear what was going on. Following the usual Aeolian 
custom, the windows were ‘beautifully decorated and 
lighted, and thousands of spectators were able to see 
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how broadcasting is done in any of the larger 
stations. 

Just a few words on the material used in the win- 
dows are in order. Mr. Chil-Jian used for a back- 
ground transparent white and silver cloth, with sky 
blue lining to give warmth and color for the centre 
window, sky blue on extreme right and left sides with 
background in flesh color. The valance over door and 
hangings over windows were of sunburst croth. The 
Aeolian Company window is of extremely ample di- 
mensions, measuring seventeen feet in height, twenty 
feet deep and forty feet in width. It is a policy of the 
firm to always use fresh-cut flowers whenever floral 
decorations are necessary, the object being to give the 
richest effect and to symbolize real home scenes when 
interiors are used. 
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Arcade-Barricade Has Unusual Display Value 


By GEORGE I. SNOWDEN 
Publicity Director, The Hecht Co., Washington, D. C. 


EPARTMENT = stores’ throughout the 
country have been adding a touch of in- 
terest in new construction work by the 
erection of arcades or barricades, in which 

they can display merchandise during the erection of a 
new building, but we believe there has been nothing in 
the past in this respect that has attracted wider attention 
than the arcade-barricade erected by the Hecht Com- 
pany, masking the construction work of its new build- 
ing at Seventh and F Street, Northwest, Washington, 
mt 

The carefully constructed arcade is the first of its 
kind erected in the Capitol City. The whole Seventh 
Street side of the new seven-story building frontage, 
125 feet long, presents the appearance of a side of a 
building, carefully partitioned off into display windows. 
In these windows merchandise is displayed with all the 
care and skill evidenced in the usual shop window. As 
a result, it presents a most attractive appearance to the 
passer-by, particularly when lighted at night. 

The arcade is built over the sidewalk on Seventh 
Street, and is covered to protect pedestrians from wind 
and rain. A railing runs the entire length to give 
further protection from street traffic. Facing the 
street, a series of archways adds a decorative touch. 
Above each archway a colored poster announces the 
opening of some new department in the store-to-be. 
These are most effective, and attract interested groups 
of admirers each day. 

The arcade is a complete camouflage that spares the 
public every discomfort attendant upon big building 
enterprises. It will remain as it is until a year from 
now, when it is hoped to be torn down to reveal the 





Sketch of Barricade at the Hecht Store, 
Washington, D. C. 


new, modern seven-story building, complete in every 
detail. 





NOWELL JOINS RETLAW VISUALIZATIONS 

Arthur Nowell, commercial artist, has joined Retlaw 
Visualizations, an organization formed by Walter A. Koch, 
formerly of the Fairchild Publications. Mr. Nowell was 
connected with the Fairchild organization for about ten 
years, latterly in charge of the advertising service depart- 
ment. He will have charge of the art department of Ret- 
law Visualizations, which according to Mr. Koch, is “put- 
ting ideas into picture form.” The firm has offices in the 
Metropolitan Tower, New York. 





UNION WINDOW UNVEILING ATTRACTS CROWD 

Ernest C. Brown, displayman of Lawrence, Kansas, re- 
ports a very successful window unveiling night in his city 
recently. Lawrence merchants inaugurated the plan last 
spring, but bad weather prevented its success. The fall 
event was extremely successful, and, according to Mr. 
Brown, it has greatly stimulated the interest of merchants 
there in window displays. 
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Co-operative Display Plan Success 


Service in conjunction with work of merchants’ association proves 
attractive and remunerative for capable displayman 


By J. H. HILTON 
Manager, Merchants’ Display Service Co., Akron, Ohio 


LTHOUGH I have been credited with 
being the first co-operative displayman in 
the country, this is more or less of a ser- 
vice proposition, so this is really my second 

attempt in the service field. 

A man should stick with a location long enough to 
give it a fair chance to develop into a good thing. The 
Merchants’ Display Service, of Akron, is affiliated with 
the Akron Merchants’ Association, which gives me 
many opportunities I wouldn’t get otherwise. Things 
didn’t look so bright when I started out, but I kept 





J. H. Hitton 
Co-Operative Displayman of Akron, Olio, 
Reading a Copy of The Display World. 


plugging along, taking things as they came. Now I 
have a service in which I have enough work to keep 
two men busy besides myself. 

Here are a few points that built this service into a 
paying proposition that I would urge on other service 
displaymen : 

Do your work as though you were displaying the 
merchandise in your own store. 

Don’t get disgusted when the boss wants a little 
extra section changed in the window. Always be only 
too glad to do this, and you will profit in the end. 


When you tell a man you will be there at 8 o’clock 
A. M., or whatever the time may be, stick to your word 
and be there. That’s the keynote to service. Sell your 
service in a high-class way—a way they can depend 
on you. 

Only recently I was trimming a men’s wear store 
window when I was called to the telephone by a hard- 
ware dealer, who said: “Mr. Hilton, this is Mr. Wells. 
I have been told that you have a good, reliable display 
service.” I went on and explained the service to him. 
All the time I was talking I did not realize that I was 
closing a hundred dollar deal, but that’s what it 
amounted to. 

What I like about the service is that there is always 
something new and different each day, instead of work- 
ing in the same store and doing the same thing over and 
over. I have many different kinds of displays, such as 
jewelry stores, hardware, candy, bicycle stores, a wall- 
paper store, furniture store and others, and it is really 
very interesting work. 

Every effort is made in our service to do the work 
thoroughly and rapidly. One of my -assistants goes 
ahead of me in the morning or evening, whichever it 
may be, and gets the forms and fixtures ready. Then 
I come along and put on the finishing touches. This 
assistant can do the work nearly as well as I can, and 
I can always depend on him to be on the job. In this 
way we can handle two or three stores each day and 
give them good service. Both of the assistants write 
a fair show card and are improving daily. It has con- 
vinced me that it is good policy to not be too selfish— 
to teach the assistant to do the work you are capable 
of doing yourself. 

I handle no collections for the service whatsoever. 
Every Friday the Merchants’ Association sends a man 
out to collect. In this way the merchant is impressed 
with the business standing of the work, and I do not 
have to wait on checks or payment in the stores, but 
can continue on with my work and complete the pro- 
gram for the day. Another plan that works effectively 
is to exchange flowers and plush with the different 
stores occasionally. In this way a store can always 
have a fresh-looking display instead of the same old 
decoratives. Our show card department is one of the 
best equipped shops in Akron. We go so far as to 
carry beveled edge cards and all grades of other show 
cards, as well as Paasche air brushes. Each store re- 
ceives a new set of cards each week, and it keeps us 
busy thinking up different wordings and layouts, so 
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that none of the stores appear to have a sameness of 
displays. In this article, or elsewhere in this issue, a 
glimpse may be obtained of some of the cards we turn 
out for our customers. 

Adjoining our offices are the Griffiths Studios, con- 
taining a staff of commercial artists, and if we have so 
much of this class of work that we are swamped we 
call in Mr. Griffiths, who is one of the most capable 
commercial artists I have met. I am constantly re- 
ceiving inquiries regarding the co-operative merchants’ 
service plan, and many cities throughout the country 
are considering the same scheme in providing the mer- 
chants of their cities with high-class window displays. 
I do my best to explain the details and encourage the 
adoption of the plan elsewhere. There is a wonderful 
future for Akron, as this is the largest rubber city in 
the world, and it affords a splendid background for 
displays. There are also some clever displaymen in 
Akron, and I have to do my best to keep up with the 
times. : 

Before I close I wish to say that this co-operative 
idea was founded by Mr. Steen, the managing editor 
of The DISPLAY WORLD, who corresponded with 
the secretary of the Akron Merchants’ Association— 
Mr. Jack Moore—and between the two of them the 
service was made possible. The Akron Merchants’ 
Association then started a long hunt for a displayman 
who would be interested in this kind of work. I was 
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One of Mr. Hilton’s Attractive Service Displays for Ed. Hirsh Clothing Co., Akron, Ohio 





in Akron at the time and happened to write to Mr. 
Steen, who recommended that I call on Mr. Moore, 
and it was not long until I met with the directors of 
the Merchants’ Association and closed my contract. 
I am-more than pleased with results. 

I have had many offers to enter a much larger field, 
but I think I have jumped around enough. The dis- 
playmen around the country call me the “boomer dis- 
playman” now. I will admit that I have had a great 
many different positions in several states, but I would 
not take anything for this traveling experience, for I 
certainly learned a lot. And so, in conclusion, I must 
urge the displaymen of today to STICK TO THE 
JOB, NO.MATTER HOW MUCH THE SALARY 
MAY BE, and the successful culmination of your 
fondest dreams will be yours in the end. 


EXCHANGE MANY DISPLAYS FOR TRADE WEEK 


Automobile tires were exhibited in bank windows, neck- 
ties and other haberdashery were displayed in drug store 
windows, and choice cuts of meat from the butcher shops 
hung in the furniture store windows during a trade pro- 
motion week recently conducted by the merchants of East 
Washington Street, Indianapolis, Ind. Prizes were offered 
persons for the best letters on “The Advantages of, Trading 
on Washington Street,” and under the rules contestants 
were forced to visit this business district and determine 
to which stores the exchanged window displays rightfully 
belonged. The cvent was a success in every particular. 
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Varied Displays Feature Contests 


Fishing tackle, shoe repairing, collars, trunks, sporting goods and 
drug products win prizes in show window contests 


ISHING tackle affords all the human interest 

tieup necessary for real sales producing, in- 

terest-getting displays. This year’s window 

display contest conducted by James Heddon’s 

Sons, Dowagiac, Mich., manufacturers of fish- 
ing tackle, brought to light some of the most artistic and 
unusual window displays ever produced by sporting goods 
stores or department stores having athletic goods depart- 
ments. 

There was one display, for instance, that was awarded 
one of the second prizes, that was exceptionally unique. 
This display was arranged by the Knight & Wall Comapny, 
of Tampa, Fla., and an arrow at the left of the window 
pointed to six push buttons on the outside, which were 
marked with the names of the popular game fish of that 
section. By pressing the button of the angler’s choice a 
small incandescent lamp was lighted at a spot inside the 
window on a relief map, indicating, by means of a card, 
where that particular species may be caught in the vicinity 
of Tampa. Needless to say, hundreds of passersby stopped 
to push the buttons and observe the illumination inside the 
window. 

The high caliber of displays entered in this contest 
can be observed by the illustration accompanying this 
article of the third prize winners. These windows were 
even better, in point of artistry and sales power, than the 
first and second prize displays of last year’s contest con- 
ducted by the same company. Practically all the sporting 
goods stores participating in the contest reported a phe- 
nomenal increase in the sale of fishing tackle while the 
displays were in the windows. Some of the letters accom- 
panying the entries gave the window display undisputed 
honors for doubled business in spite of the fact that there 
was a late season on fishing in their section of the coun- 
try that forboded a sales slump. 

The winners in this contest follow: First prize, $100, 
Stambaugh-Thompson Company, Youngstown, Ohio; sec- 
ond prize, $50 each, Knight & Wall Company, Tampa, 
Fla., and Thos. E. Wilson & Company, Chicago; third 
prize, $25 each, C. W. Green, Tampa, Fla.; Murphy-Laclay 
Company, Great Falls, Mont.; Gadsden Hardware Com- 
pany, Gadsden, Ala.; Howell Brothers, Richmond, Va.; 
J. H. Kennedy, Canton, Ohio; Kelley-Duluth Company, 
Duluth, Minn.; Baird-Swannell, Inc., Kankakee, IIl., and 
Utica Clothing Company, Des Moines, Iowa. Fourth prize, 
$10 each, O. L. Olson, Lake Park, Minn.; A. L. Reeves, 
Armona, Cal.; Johnson Hardware Company, Cadillac, Mich.; 
Ralls Hardware Company, Gadsden, Ala.; Sheppard & 
Clouse, Wheeling, W. Va., and Senger & Heller, Portage, 
Wisconsin. 


Winchester Winners for Last Half of Year Announced 


Winners of window display prizes in the contest of the 
Winchester Arms Company, of New Haven, Conn., for the 
third and fourth quarter of the year have just been an- 
nounced. In order to select the prize-winning windows 
in the Winchester contest for the third quarter, the com- 
mittee having the selection of the national winners in- 
spected more than 1,500 windows, which. gives an idea 
of the interest manifested in this contest and the pleasure 
the merchants take in creating fine window displays. 

The prizes to the national winners for each quarter 


are $100, $50 and $25, and for each district warehouse, $25, 
$10 and $5. From the results of the contests of the four 
quarters of the year the winners of the annual national 
window display prizes offered by Winchester are chosen. 

During the last quarter of the 1924 contest more than a 
thousand photographs were entered at the headquarters 
of the Winchester Company, where these entries must be 
submitted. The following were the winners in the third 
quarter contest: 

National Prize Winners: First, Steele Hardware Com- 
pany, Wichita, Kansas; second, Dresslar Hardware Com- 
pany, Los Angeles, Cal.; third, Stratton Hardware Com- 
pany, Lebanon, Tenn. 

District Prize Winners: Atlanta Warehouse; first, 
Stratton Hardware Company, Lebanon, Tenn.; second, W. 
C. Lyon Hardware Company, Durham, N. C.; third, Van 
Cleve Hardware Company, Haines City, Fla. Chicago Ware- 
house, first, Indianola Hardware Company, Indianala, Iowa; 
second, Scofield Company, Sturgeon Bay, Wis.; third, A. 
Galpin’s Sons, Appleton, Wis. Minneapolis Warehouse, 
first, E. R. Adams, New Rockford, N. D.; second, A. W. 
Lund Company, River Falls, Wis.; third, Shupe & Son, 
Clarion, Iowa. St. Louis Warehouse, first, Warren County 
Hardware Company, Bowling Green, Ky.; second, Kemp- 
Hibler Mercantile Company, Eldorado Springs, Mo.; third, 
The E. M. Bush Company, Evansville, Ind. San Francisco 
Warehouse, first, Dresslar Hardware Company, Los An- 
geles, Cal.; second, Emigh-Winchell Hardware Company, 
Sacramento, Cal.; third, Harry Crowe, Tulare, Cal.. Sioux 
City Warehouse, first, Beaulieu & Inock, Winner, S. D.; 
second L. A. Gnam, Carroll, Iowa; third, Martin & Merri- 
man, Sioux City, Iowa. Philadelphia Warehouse, first, An- 
derson Hardware Company, York, Pa.; second, Dorman & 
Smith Hardware Company, Salisbury, Md.; third, J. B. 
Scanlon Company, Atlantic City, N. J. Springfield Ware- 
house, first, Sng: Moreau & Son, Manchester, N. H.; sec- 
ond, I. Van Voris & Sons, Cobleskill, N. Y. Wichita 
Warehouse, first, Steele’ Hardware Company, Wichita, 
Kansas; second, J. C. Powell, Eldorado, Kansas; third, 
Steele Hardware Company, Wichita, Kansas. Toledo Ware- 
house, first, Ogden Hardware Company, Ashland, Ky.; sec- 
ond, P. G. Wuertz Hardware Company, 1395 Hayden 
Avenue, Toledo, Ohio; third, Thibaut & Mautz Bros., 
Marion, Ohio. 

National prize winners in the contest for the last quar- 
ter of 1924 were as follows: First, $100, Smith-Winchell 
Hardware Company, Sacramento, Cal.; second, $50, L. 
Schmidt & Sans, Grand Junction, Colo.; third, $25, Dopp & 
Watson, Ashland, Wis. 

District prizes were awarded as follows: Philadelphia, 
first, Schempp Brothers, Phildelphia; second, Norristown 
Hardware Company, Norristown, Pa.; third, J. B. Scan- 
lon, Atlantic City, N. J. St. Louis, first, Warren County 
Hardware Company, Bowling Green, Ky.; second, E. J. 
Faut, Brookfield, Mo.; third, E. M. Busch Hardware Com- 
pany, Evansville, Ind. Sioux City, first, A. F. Mueller, 
Webster City Iowa; second, Pilcher Hardware Company,: 
Ida Grove, Iowa; third, Carhart Hardware Company, 
Wayne, Neb. Atlanta, first, Stanley Hardware Company, 
Albemarle, N. C.; second, London Kirkpatrick Hardware 
Company, Johnson City, Tenn.; third, Smith Hardware 


(Continued on page 42) 
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High Class Displays in Fishing Tackle Contest 





























Remarkably High Class Displays in Window Contest of James Heddon’s Sons, Manufacturers of Fish- 
ing Tackle. Third Prize Winners—No. 1, Utica Clothing Co., Des Moines, Iowa; No. 2, Baird-Swan- 
nell Co., Kankakee, Iil.; No. 3, Kelly-Duluth Co., Duluth, Minn.; No. 4, C. W. Green, Tampa, Fla. 
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Educating the National Advertiser 


Retailer’s representative declares there has been too much education 
of the dealer on window displays by manufacturer 


By J. T. NORTHROP 


Advertising Manager, Smith-Winchester Co., Jackson, Mich. 


The following interesting article is a portion of an ad- 
dress delivered by J. T Northrop. at Cleveland recently. 


It is directed to the national advertiser and is extremely ~ 


emphatic in showing the viewpoint of the small city re- 
tailer on window displays of nationally advertised products. 
Mr. Northrop is one of the foremost hardware displaymen 
of the country and a member of the Editorial Advisory 
Board of The DISPLAY WORLD.—Editor. 





T has been said by national advertisers that the 

retailer does not appreciate the value of win- 

dow display. This is true in some cases, but 

it is largely confined to the “has beens” or the 

“never-will-bes” and does not fit most re- 
tailers. I am going to direct my statements to the national 
advertiser who invariably seeks the co-operation and good- 
will of the small city merchant and wonders why so many 
of them do not use his displays. 

I handle the displays and advertising for a department 
store in a city of sixty thousand population—Jackson, Mich. 
Our advertising problems are about the same as those of 
any small-city. I have in mind the taking of one window 
and devoting it to nationally advertised merchandise. I 
don't know how it will work out, but I believe it’s worth 
trying. Most any retailer could do the same thing. Pos- 
sibly you could ‘sell him the idea—you might say some- 
thing about ‘window display .in your national advertising. 
How often have we seen an ad in some big magazine that 
said anything about looking in the dealers’ windows? 

Has anything been said about window shoppingr Not 
that I can recollect. Still, wouldn’t it be great if every 
advertiser would get behind this idea and teach people to 
go window shopping? Get them out to look at the win- 
dows and the dealer will get his goods into the window, 
so he can cash in on the tie-up if you bring it to his atten- 
tion. 

Now, suppose you run a double-page spread in the 
Saturday Evening Post or any other big magazine: Sup- 
pose the ad is promoting the sale of some new razor, a 
real new idea in shaving comfort. The copy is so appeal- 
ing that no man with a beard can resist it; but when I go 
downtown next morning, together with several hundred 
men who have been sold on the new razor, and after we 
try a store or two, find they don’t know anything about 
that particular brand, finally tire of ‘the chase and get 
along without. the wonderful razor. Now, what has hap- 
pened to the good that ad did for you in that particular 
town? You have lost most of the effect it' produced be- 
cause there was no tie-up. If there had been a tie-up either 
through the local newspapers or in window displays, be- 
lieve me you would have sold a lot of razors and your 
advertising would have really done its duty. 

A few years ago I wanted an overcoat (my old one was 
somewhat shabby) and ran across an ad in a magazine 
that completely sold me. It described the coat in such 
glowing terms that one could just imagine the sheep eat- 
ing clover on the western hills. It was so good that I think 
it would have been a wonderful example to put before 
any class of advertising students as a great piece of copy. 
But here’s what happened to me: I went to seven stores 


after that coat and then gave up and bought another make. 
And later I found the eighth retailer had the coats, but had 
not mentioned it in his ads or in his window displays. I 
am afraid there were a lot more men who had the same 
experience I had, and the coat manufacturer lost because 
there was no tie-up at the small-town end. 

It seems to me that most everyone is talking about 
educating the retailer. I wonder if I could offer a little 
education to the national advertiser? How many national 
advertisers have ever thought of having someone with the 
retail slant in their organization? Your advertising 
agencies can supply most of the talent you require for your 
national copy. but how about your displays and your dealer- 
helps? How can a man who hasn’t the least idea of what 
a retailer’s problems are, or what the customer thinks 
about, prepare advertising matter that will even get. to 
first base? We have read about advertising managers in 
department stores being cursed with the “retail mind.” 
What is this “retail mind,” anyway? It is merely a desire 
on our part’to move our stock, get turnover and thereby 
pay our bills and have something left for profit.. We are 
more interestéd in selling goods even than the manufac- 
turer. When times become slack the factory can be shut 
down and most of the overhead can be cut down, but 
Smith-Winchester cannot shut down. We have to dig in 
harder than ever when times are dull. We have to pay 
more attention to sales promotion, to our advertising, our 
window displays, and follow up every lead in order to ‘stay 
in business and hold our own. 

We recently put in a golf window. but instead of put- 
ting in a card or two, or something telling about the won- 
derful golf clubs we have, we put a.man and woman in the 
window with grass rugs underneath, a background of a 
country club coming down to the grass. We portrayed 
the actual game of golf béing played by the two figures in 
the window. Even the sand box with the yards marked on 
it, the towel for wiping the ball, the brush, ete., were in- 
cluded in this display. How many golf balls did that sell? 
How many clubs in a town of 60,000? And. mind you, they 
were the highest-priced golf clubs. That window was’ left 
in two weeks and we sold 600 clubs! Every person who 
looked into that window could imagine himself making a 
hole -in once! 

Why don’t you national.advertisers hunt up a good display- 
man. with the advertising instinct and attach him to your 


-organization—put him in charge of your display material? 
When you do that you will come nearer to reaching the 


class of.stores in the smaller cities that you want to reach 
with your displays, because that displayman will sense 
some of their problems and ideas. One of the nicest forms 
of display placed before the retailer is the panel. :The 
National Lamp Works puts out a very fine panel. | We 
pay for those panels and pay $5 a year for the service. 
We would pay more. It is worth it. - We can trace the 
sales of lamps absolutely as increasing when we put those 
in. We put them in one week a month. Every month, in 
this manner, we have a lamp display because lamps are 
quite an item. But if we sell only $10 worth of lamps a 
(Continued on page 26)... .. 
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Safi Francisco, Cal. 


The. New All-Metal Reflector | 


ILVERLITE is new in principle of 

construction, new in its height of 
efficiency, new. because of its instantly 
adjustable neck, which makes possible 
the use of either 75,:100, or 150-watt 
lamps, without the use of special fit- 
tings. 


‘ Comparative tests show the superior- 


ity of Silverlite and we guarantee Sil- 
verlite refléctors, using the same wat- 
tage, will ‘deliver higher intensity of 


ment from stock in three sizes. 





[.R FRINK Inc. 


24th Street and 10th Ave., New York 







illumination on the display than will 
be received from silvered glass re- 
flectors. 

We also guarantee the silver reflect- 
ing surface indefinitely. If one is ever 
found to crack or peel we will gladly 
replace it free of charge. . 


Made from stock in three sizes—ship- 










Write us for data showing the superior 
results from Silverlite. 













- Seattle, Wash. 
Buffalo, N, Y. 
Birmingham, Ala. 
Philadelphia, Pa. 
St. Louis, Mo. 
Atlanta, Ga. 


CANADA Pittsburgh, Pa. 


» Associated with The Robert Mitchell Co., Ltd., 


Los Angeles, Cal. 


64 Belair Ave., Montreal 
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Scenic Paintings for Series of Windows 


Proves adaptable to some special advertising or event where all 
different products of some line are featured 


By GEORGE A. SMITH 
Window Display Specialist, New York City if 


ACH year, there comes a time in the lives 
of most national advertisers that their dis- 
play window on the great modern thor- 
oughfare of business activity—Broadway 

—must be descriptive of their entire lines of products. 
Some national advertisers are not so fortunate as to 
have a big expanse of display windows, such as main- 
tained by the United States. Rubber Company, on 
Broadway, near Columbus Circle, New York. 

For the months of July and August, each year, I 
install a set of five displays for the Broadway windows 
of this corporation’s main branch, to feature such prod- 
ucts as Keds, Royal Golf Balls, U. S. Tires, etc. 
‘These windows are usually quite spectacular, both in 
composition and lighting-effects. 





This year the displays were very attractive, due to 
the cutouts utilized, and which were set in the circular 
opening. They were placed about one foot back from 
‘the front of the window and a foot from the back. A 





A. Smith’s Clever Displays for U. S. Rubber Company, With Huge Map Background. 


deep blue light was thrown down upon them from the 
top of the setting. A footlight reflector with fése-pink 
lights was then thrown over the base and up over the 
surface of the design. Ferns, flowers and foliage were 
used in the manner shown. 

The center window, which is somewhat larger dis- 
played a touring scene with an automobile and tourists 
standing in front of a large map of the United States. 
This map was made to portray the leading national 
highways and parks in outline. The road on which the 
car was standing ran right on up into the map, and into 
a national highway. Gravel, moss ferns and flowers 
were used to produce more realistic effect. 


The cost of these displays ran up into the neighbor- 
hood of $1,500, or about $500 per window. The re- 
turns apparently justified the expenditure. People who 
pass up and down Broadway invariably turn toward the 
United States Rubber Company’s building to observe 
the displays, even if passing ini the street cars, by auto 
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PREPARED 
_ ASPARAGUS 


New Process 


Will not fade or 
drop its needles. 


Prepared in natural 
green, red, pink, 
silver, gold, yellow, 
blue, autumn, vio- 
let, orange, metallic 
effect, etc. 


Every spray has a 
perfect tip. 


Ask for samples 
and prices. 
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Asparagus Sprays. Prepared. Grass Green. 





We Carry 


the largest 
stock of fresh 
cut decorative 
greens and 
natural pre- 
pared decora- 
tive material 
to be found 
anywhere in 
America. 





for 


there is none 
better. 
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Southern Wild Smilax 














SOUTHERN 
SMILAX 


The most popular of all dec- 
orative greens for windows 
and store decorations. Case 
will cover approximately 300 
square feet. Large size case 
2’x2’x4’, weight 65 lbs. Small 
size case 18”x18”"x36”", weight 
35 Ibs. 


Roping, Laurel or Pine, al- 
ways in stock in large quan- 
tity. Sheet Moss, Spanish 
Moss, Palmetto leaves, Cocoa- 
nut leaves, Laurel branches, 
Xmas trees, Cedar trees, in 
stock the year round. Birch 
Bark, Cork Bark, Fresh Cut 
Asparagus. 








PREPARED OAK FOLIAGE 


Red, Green, Tan, Dark Brown 
Prepared Palm leaves, Prepared Cycas leaves, 


Prepared Cocoanut leaves. Grass Mats, Uva 
Grass, Pine Cones. 


And many other items for decoration. 


Send for Catalog and Quotations. 





THE KERVAN CO. 


119 West 28th St. 
NEW YORK 
Wholesale Jobbers Manufacturers 
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Four of Geo. A. Smith's Artistic Displays for U. S. Rubber Co., New York. Upper Left. Display of 
Keds; Upper Right, Golf Ball Display; Lower Left, Display of Bicycle and Motorcycle Tires; Lower 
Right, Display of Rubber Swimming Caps. 


or on the busses. Even in the daytime, the lighting ef- 
fects are beacons of attraction, but at night the effect 
is doubly conducive to the passerby. 

The average crowds were noticeably increased by 
the special window displays, and many persons were 
attracted across the street to observe them. It proved 
quite conclusively that color lighting, if properly han- 
dled, and coupled with displays that have distinctive 
human interest appeal, as well as the portrayal of an 
interesting story, will bring observers, not only from 
across the street, but from miles around. 

' The scenic painting idea, being placed back of the 
citcular opening, is adaptable to all windows, but it has 
proven particularly effective in the narrow, yet attrac- 


tive windows in which these displays were placed. It is 
my thought that displaymen who wish to install distinc- 
tive displays in,smaller windows of this. character will 
obtain much better results if they adhere’ to:some orig- 
inal idea’of this kind, and then construct cut-outs that 
will be as ‘nearly human as possible. 





ACCEPTS DISPLAY POSITION WITH OHIO STORE 

G. E. Messent, of Sharon, Pa., has accepted the position 
of advertising manager-in charge of all window display 
activities for The Carlisle Company, of Ashtabula, Ohio. 
The Carlisle Company will be moving into their new three- 
story building March Ist and this is considered the country 
over as one of the most modern merchandising windows 
in a smaller city. 
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a | eo aa eCcorations 
- 
2 ry rie ‘ 
* Chicago affords the most complete Display Equipment and Decora- 
i tion Market in the World—Time and money may be saved, and the 
best that decorative genius creates can be obtained in Chicago at 
prices that cannot be duplicated—quality considered. 
THE ADLER-JONES CO. THE KOESTER SCHOOL 
643 S. Wells Street 314 S. Franklin St. 
Artificial Flowers—Decorations Display and Card Writing Instruction 
=, THE BODINE-SPANJER CO NATIONAL CARD, MAT & BOARD CO. 
: 1160 Chatham Court 4318 Carroll Ave. 
Distinctive Display Decorations Show Card Boards, Mat Board, Cut-Outs 
CHICAGO MAT BOARD CO. PAASCHE AIR BRUSH CO. 
664 W. Washington Blvd. 1902 Diversey Parkway 
Card and Mat Board Air Brushes and Accessories 
SCHACK ARTIFICIAL FLOWER CO. 
a a ae INC 134-140 North Robey St. 
Complete Equipment for Lighting Effects Artificial Flowers & Display Decorations 
SUPERIOR SIGN SCHOOL 
ren ee 2139 So. Wabash Avenue : 
Posters, Hangers, Window Cards Instruction in Display and Card Writing 
“is 
get Endorsed by most critical and discerning displaymen and merchants 
vill everywhere—and recommended to progressive purchasers by the 
ig- ® Buyers Service Bureau of The DISPLAY WORLD. 
at : 
Copyright 1924 by The Display Publishing Co. 
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Lure of the News Photo is Apparent 


Retail merchants show great interest in window bulletins, which are 
closely followed by the general public everywhere 


By JAMES ELLIOTT 
President, Elliott Service Co., New York City 


N this age of intense business competi- 
tion, nowhere is competition stronger 
than among retail merchants for public 
attention through their window displays. 

Store fronts have attained expensive decoration, 
scientific lighting and artistic trimming. Artistic 
storé fronts and skillful window displays are today 
so generally the rule that they must have added 
power to attract special attention from the man 
on the street. How, then, can this man be lured to 
stop and scrutinize show window display? What 
can be found of special interest to him that will 
stand out from the myriad distractions of a busy 
street, focus his attention and compel him to con- 
sciously observe instead of just unconsciously see? 

It is interesting to realize the all-important dif- 
ference between seeing and observing. The aver- 
age man sees day after day, for months, perhaps 
for years, the thousand and one stores, signs and 
displays between his home and his office, but he so 
little observes them that he could not for the life 
of him describe, with even a small degree of accu- 
racy, the displays and signs opposite his own office 
window or on his own business block. This is a 
fact of deep significance to the merchant who 
wants to bring passersby to his windows, make 
them carefully observe and think about his offer- 


| PROVIDENT NEWS SERVICE | 


t 
i 


ings, and draw them by this means into his store 
to make purchases. 


There is one lure at least, one unfailing mag” 
to attract public attention, which was discovered 
several years ago and which has even greater pull- 
ing power today than when it was a novelty. That is, 
the news photograph. There are two things of which men 
fiever tire—newspapers and news photographs. Men want 
news! The eye is the.shortest route to the brain. News 
pictures tell the story in the quickest, clearest form most 
certain to be remembered—the news’ reel of the movies, 
the pictorial supplements of the big Sunday papers, the 
constantly increasing illustration of newspapers with cur- 
rent events, and the latest of all, the tabloid picture news- 
paper. In the experience of the leading news publishers, 
pictures are far more important today than ever as cir- 
culation builders, and it is unquestionably a fact that there 
are ten times as many news pictures published today than 
were printed five years ago. It seems that the saturation 
point can never be reached. : 


A very unusual and successful business has been built 
up during the last ten or twelve years, catering to the pub- 
lic demand for news photographs, the invariable interest 
in these pictures and their value as window displays to 
focus conscious attention. This has been the accomplish- 
ment of the Elliott Service Company, of New York, oper- 
ating as distributor for advertising purposes of all the 
more important photo-news-gathering syndicates. This 
business, which now serves a dozen or more distinct lines 
of special interest, has developed services employing classes 
or types of news pictures appropriate to the article or 
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Three Forms of News Photo Service. 
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Left, the General Panel; Center, the Service for the Sporting Goods Store; 
Right, General Bank Window Service. 
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e Christmas 


Say it with a 
Year’s Subscription 


To The DISPLAY WORLD 


There can be no more suitable, helpful and 
appreciated gift for the displayman and card- 
writer than a yearly subscription to The 
DISPLAY WORLD. 


In this way the recipient is reminded regu- 
larly each month of your friendship. He is 
certain to enjoy the thoughtfulness thus ‘ex- 
pressed, because The DISPLAY WORLD 
brings to him each month a wealth of help- 
ful and instructive information on the practice 
of display art. 


MERCHANTS— 


If vour displayman is not already receiving 
The DISPLAY WORLD this suggestion offers 
you a splendid opportunity to express. the sen- 
timents of the holiday season and you will 
be helping him increase the value of his serv- 
ices to you. 


DISPLA YMEN— 


Each of your assistants and your cardwriter 
will cherish your thoughtfulness expressed in 
this manner. It is a splendid way to get their 
greater co-operation and encourage them to 
strive for advancement in the display profes- 
sion. 


USE THE SPECIAL ORDER 
BLANK 
Clip the attached order blank to send in 
your gift subscriptions and’ the order will be 


promptly acknowledged to the recipients by a 
beautiful Christmas card. 


SUBSCRIPTION PRICE IS ONLY 
$2.00 A YEAR 
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The Display Publishing Co., 
Cincinnati, Ohio. 


Gentlemen:—Enc'osed find remittance of $...........4. 


fons.) tics seu gift subscriptions to The DISPLAY WORLD 
to begin with the current issue. 


Acknowledge by Christmas card direct to each sub- 
scriber as per your offer, and send as follows: 


Q 
oo 
‘ 
Nn 
of 
ry 
o 
o 
e 
O 


@ 
i 
“< 
n 
o 
ss) 
- 
o 
ways o 


THE DISPLAY WORLD 


December, 1924 


service advertised, or to this or that particular class of 
merchants. A few of these are briefly described and illus- 
trated here. 

Figure 3 shows a Pictorial Bank Service in which news 
photographs of important national events of a highly con- 
servative character are employed to focus attention upon 
bank messages which would otherwise almost certainly 
fail of an audience. An extension of this idea is repre- 
sented by another idea, where the photo bank service is 
framed with a loose letter panel in a handsome bronze 
display frame permitting the bank to supplement its thrift 
advertising with a special series of advertising covering 
the institution’s special services to depositors. This is 
made not only in the form of a window display, but fur- 
nished upon standards as shown, for a lobby display. 

The ever-increasing number of pictures secured by news 
photographers of fires, explosions, storm damage, automo- 
bile wrecks and other hazards covered by the various 
kinds of insurance quite naturally lead to the development 
of the insurance service; and this provides the latest 
form in which this is displayed in the windows of insurance 
agents. The central panel carries every-other-day changes 
of photographs of insurable hazards, and space is provided 
on either side for the display of literature issued by the 
insurance companies which the agent represents, or for 
other matter of an educational or informational nature. 


There has always been a demand from various classes 
of merchants for general news photographs used solely for 
purposes of attracting attention to their windows and un- 
associated with advertising—the subject being merely to 
attract attention and cause passersby to stop at the win- 
dow where the merchandise display can tell its own story. 
Figure 1‘illustrates such a display employing news photo- 
graphs alone. A particular application of this principle 
for sporting goods’ houses or stores catering particularly 
to men’s trade is the sport service illustrated in Figure 2, 
which features seasonal sports of all sorts, covering the 
entire range of the year. 

One of the very popular and resultful services is de- 
signed for opticians and optometrists in keeping with the 
dignity and artistic value of their typical window display, 
and employing for the most part photographs which have 
a direct bearing on the conservation of eyesight and the 
wearing of correct glasses. 

There is another class of service, however, which by 
reason of its great volume and its distribution from coast 
to coast is more familiar to the public. This is the Pictorial 
News Poster Service illustrated in Figure 1. These posters 
are published for advertisers and distributed without cost 
to their dealers for display on their show windows, to fea- 
ture various lines of merchandise carried by the retailer. 
The posters are, for the most part, 14”x17” in size and 
carry 12’x9” halftone cuts of current news events or 
spectacular features often related to the subject adver- 
tised, but not necessarily, the object being to attract at- 
tention to the advertising. Among the well-known adver- 
tisers who are using these news posters at the present time 
in large quantities for their dealers may be mentioned: 
Colgate & Company, The Radio Corpoartion of America, 
National Lamp Works of the General Electric Company, 
United States Rubber Company, Thermoid Rubber Com- 
pany, Three-in-One Oil Company, Timken Roller-Bearing 
Company and The Borden Company. 


While hundreds of plans have been followed and novel 
devices by the score have been used with temporary suc- 
cess. to attract interest to show windows, the life of nearly 
all of them is very short. When the novelty has worn off 
most of these they fail to attract more than a passing 
glance sufficient only to register recognition. News, on 
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the contrary, never fails; the appetite grows, as it is food, 
arid experience proves that thousands of people come to 
look for the latest pictorial news in windows where it is 
displayed and actually make a point of stopping to see the 
latest showings. 

Many actual counts at stores displaying news photo- 
graphs justify the statement that they will attract more 
attention than any other form of display of a continuous 
character, that they will hold each observer’s attention 
longer than any other, and that the cost per person reached 
is far less than can be accomplished by any other means. 


Displays Aid Near East Relief 


Golden Rule Sunday campaign effective through 
windows tied up with many products 


By MABELL S. C. SMITH 
Publicity Dept., Near East Relief, New York City 


N the seventh day of December, this year, the people 

of twenty-three countries observed Golden , Rule 
Sunday. The form of observance began with the eating 
of a simple meal of such foods as the children in the Near 
East Relief orphanages eat every day—bread and stew or 
pilaf and cocoa or macaroni and cheese. Then when 
thoughts are on the difference between the lives of these 
handicapped boys and. girls and our own fortunate young- 
sters, the giving of a thankoffering that shall aid them. 
With such a background Golden Rule Sunday offered 
an opportunity for a wide variety of window displays, and 
it was generally taken advantage of this year. Window 
displays were used that not only gave publicity to this 











Display Used During Golden Rule Sunday Drive 


philanthropic appeal, but in many instances brought a 
substantial return to the adverfisen, Such was the case 
with some of the large food manufacturers. 

The Corn Products Company, for instance, sent to re- 
tail grocers across the continent 40,000 heavy cardboard 
folding screens, shown in the accompanying illustration. 
The center panel pictured the seven foods on which thou- 
sands of starving orphans were brought back to health 
and strength—corn syrup, bread and milk, cocoa, rice, 
beans and macaroni. The left wing told the meaning of a 
Golden Rule dinner; the right gave reasons for public 
confidence in Near East Relief. 

The Penney Stores displayed handsome gold panels 
with appropriate pictures, and, working for a week before 
December 7, and on Monday, December 8, carried a spe- 
cial appeal in their windows: “This is the Day to Hand in 
Your Golden Rule Contribution.” From state directors of 
the Near East Relief, merchants in various lines obtained 
articles and posters from which attractive, appealing dis- 
plays were constructed. 
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Beauty and Warmth are Added 
To Your Window Displays 
When Trimmed with 


NATIONAL 
SILK PLUSH 


Every Rare and Radiant Shade 
Can Be Had’ by Dealing with a 
House That Specializes 100% 
On the Window Display Trade. 











Let Us ‘Help Solve 
Your Display Problems 


<<? 


Free Samples on Request 


<<? 


THE NATIONAL | 
PLUSH COMPANY 


7 WEST THIRD STREET 
NEW YORK CITY 


“A National Institution 
Known For Service” 
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“JUST THE BEST” 
Papier Mache 
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Art Fontaine 
Exposition Company 


10714 N. Main Street 
Los Angeles, Cal. 
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Educating the National Advertiser 
(Continued from page 16) 


month we can’t afford to do that. We sell several hundred 
dollars worth, and we can trace sales directly to that dis- 
play because we do not advertise lamps. 

There is another thing that must be considered when 
you are making up material to be used in windows. Is it 
easy to handle? I wonder how many companies, before 
they finally decide on the lithography that is to go into 
the window display, ever set up a specimen window and 
call in somebody from across the hall, a few stenographers, 
maybe the scrub woman and a couple of others, and 
have them walk by the window? Remember, don’t call 
in anybody on your payroll. But have these people I have 
mentioned walk by the window and say, “What do you 
think of that? Does that make you want a tooth brush? 
Does that make you hungry for food, or does that make 
you want a new belt or a pair of shoes?” If it doesn’t, it’s 
no good. It hasn’t any sales value if it doesn’t create de- 
sire. ° Why shouldn’t you do the same thing with your 
window displays you do with your other advertising copy, 
by having it criticized before it is made or sent out? I 
have taken my advertising copy home and had my wife 
read it, and she has given me some good criticisms on it. 
She is frank. Of course, she is on the payroll. 

I would advise the national advertiser to send us a little 
broadside, if you will, and tell us what your display is. 
Show a few specimen windows trimmed, if you possibly 
can. Almost anybody can follow a window from a photo- 
graph. The cut-outs showing the human form are about 
the most attractive display material you can give us. 
Action in the window, or life, if you please, will stop people 
when nothing else will. There are very few cut-outs of the 
human form that aren’t used and saved so they can be 
used again. In getting up your ideas for your lithography, 
get as much action into them as you can. Suggest uses 
for them. In sending out displays, find out first whether 
the dealer will use them. Make them good. Make them 
so good he won’t have to throw them away. You know if 
we get anything good enough we will use it; make it just 
as easy as you can for him to write you and ask for the 
material. ; 

We have a lot to learn. You must educate us—there is 
no question about that. We know little enough about win- 
dows, but a whole lot of this educating the retailer— 
honestly, it is nothing more or less but that you want his 
windows. We aren’t using your window displays enough. 
The point I want to make is this—what would you do if 
you were the retailer? Did you ever stop to consider it 
from that viewpoint? We have, I venture to say, about 
one thousand nationally advertised articles in our store. 
We have, for instance, furnaces and oil burners, four or 
five different kinds of electrical appliances, fifteen kinds of 
sporting goods lines, guns, etc., every line of baseball goods, 
and soon. We have nationally advertised paint, every kind 
that is made. We have nationally advertised automobile 
accessories, nationally advertised shoes, clothing—we cover 
nearly everything in that line. -You can readily see that 
for us to push every one would be impossible. But we can 
sell a woman on washing machines and electrical appliances 
through our home equipment department, and in our 
sporting goods department we feature everything in sport- 
ing goods rather than just one thing. In this composite 
manner we naturally use the displays that carry the 
strongest appeal. 

I heard a displayman say recently that he had to fight 
with his boss about what he put in the windows. Most 
display managers I know run their own windows. If a 
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display manager is conscientious he will put the right 
things in the window and his superiors will trust to him 
to take care of his job. And if you national advertisers 
will furnish the right display material, tie it up properly 
with other forms of advertising, and give the dealer some 
idea of what you are sending him, you have gone a long 
way toward elimination of waste in window display adver- 
tising. 





Window Drapes Selling Factor 


Success reported in small city by unusually 
artistic and attractive window display 


By C. C. CORNELL 
Display Mgr., The D. Zenner Co., Athens, Ohio 


E recently installed a window display that was very 
effective as an attention-getter and also a big sell- 
ing factor for our one-piece goods section. 

The photograph of this display was taken from the ves- 
tibule side of an island window front by lights from win- 
dow reflectors only. The background was of imported 
American Beauty papered wallboard. The figure of the 
girl was draped in orchid georgette. The drape piece to 





Display and Dhakes és C.-C, Cornell Athens, Ohio 


the left was black brocaded chiffon combined with canary 
georgette. The piece to the right was of robin’s egg blue 
brocaded chiffon. 

Displays of this character in a city of this size attract 
widespread attention and we have found that patrons can 
be attracted and procured by the higher type of window 
displays here just as well as anywhere. They are par- 
ticularly well pleased with attractive and artistic drapes 
of this character and such displays are always followed 
by good sales inside the store. 





A. W. MALLET NOW WITH POUGHKEEPSIE STORE 

A. W. Mallet, formerly display manager with R. H. 
Macy & Company, of New York City, is now director of 
displays for Luckey, Platt & Company, Poughkeepsie, 
N. Y. This magnificent new store building is considered 
one of the finest in any suburban city in the country. It 
is the largest store between New York and Syracuse and 
contains four and one-half acres of floor space. Mr. Mal- 
let, who is known as one of the most capable displaymen 
in the country, directs the displays of a battery of sixteen 
windows, running on two streets with more than 200 feet 
on Academy and Main streets. These windows are the 
very latest type and are made of Italian Caen and Traver- 
tine stone. 
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wax figure breathes its feeling 
of lite — of naturalness — of 
Tistttawmrelceman(husam-nteetsets 
it displays. 

Every “Frankel” wax figure 
is created to serve indefinitely. 
Ckeottettictuatlame a berteucce! 
mineral wax, scientifically 
prepared, is the reason for its 
successful use under all cli- 
matic conditions. 


Photographs of Our Newest 
Models Sent on Request 


“Every type of display fixture known” 


1146 BROADWAY NEW YORK 


at 27 "Street Established [688 
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Display Frontage Dominates Store 


New western establishment rises out of remarkably successful 
business with emphasis laid on show windows 


: By R. C. COMINGORE 
+. (.* %.* Display Mgr., Freese-Rohde Co., Sioux Falls, S. D. 


fEATURING displays in all available dis- 
_ play space and with a battery of windows 
‘and an arcade type front, the newly re- 
modeled Freese-Rohde Company depart- 
ment store at Sioux Falls S. D., known as the Bee 
Hive, has recently completed its new building. More 
than, ‘$200,000. is being expended in making this the 
most modern and up-to-date merchandising, establish- 
ment. in this section. bees 2: : 

Special consideration was given to the new front, 
which will be eighty-five feet wide and of Arcade type. 
Travertine backgrounds of the very latest design will 
be used and a terazzo floor, slightly.darker in color, 
will give a pleasing contrast. . The interior of the old 
store around which the new structure was erected 
will be given a complete“overhauling and new fixtures, 
floors, lighting system, pneumatic cash system and 
passenger elevators installed. 





It was the faith in Sioux Falls and South Dakota 
that inspired Messrs. Freese and Rohde, lifelong part- 
ners, to build for the future and erect this beautiful 
new building with such an expanse of modern type 
show windows. The first venture in Sioux Falls of 
these two enterprising men was in 1892, when Mr. 
Freese came here to take charge of a store owned by a 
firm for whom he had formerly worked in Chicago. 
One year later, Mr. Rohde joined Mr. Freese and they 
became owners of the store which they will occupy 
and.which has grown from a single floor, doing $35,000 
business annually, to one doing nearly a million dol- 
lars in business in the present quarters, and this figure 
will be increased when the improvement plans are 
completed. Many of the department heads and asso- 
ciates of the firm have. béen with the Freese-Rohde 
Company for more than twenty years, and this adds 
much ‘to the high standard of the’ organization. 
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New Remodeled Freese-Rohde Store Showing Display Frontage at Sioux Falls, S. D. 
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HIGH LUSTRE PLUSH CO. 


209 SOUTH STATE STREET 


CHICAGO, ILL. 


WINDOW DISPLAY MATERIALS 


- SPECIALIZING IN CUT LENGTHS. EXCEPTIONAL RANGE | 
OF THIRTY COLORS, SILK PLUSHES AND SILK VELOURS. 





N 
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Twenty-Four Hour Service for 
Chicago and Surrounding Territory — Complete 
Stock Always on Hand — 

















An Effective Means for the 
Concentrated Tie-Up of all 
Manufacturers and Con- 
cerns Catering to the Dis- 
play Field and Directly 
Interested in its Growth. 
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A National Slogan and Emblem 
That Puts Its Message Across 











“Electrotypes Available in Two Sizes at a Costof Only $1.00 for the Set.” 


This slogan and emblem is the result of the 
realization of the publishers of The DISPLAY 
WORLD that the interests of the entire display 
field could best be exploited and promoted by a 
national slogan and emblem which would afford 
a ready tie-up for all interests identified with 
this field and desirous of aiding in its constant 
growth and development. 


The slogan has’ béen copyrighted and elec- 
trotypes are being offered for your use-at a 
cost of only $1.00 for the set of both sizes. 

The use of this slogan on your stationery, 
advertising literature and catalogs : will‘ prove 
a tremendous influence for giving publicity to 
the importance of window display advertising 
in the business world. 


ORDER A SET OF THESE ELECTROTYPES TODAY 
THEN PUT THEM RIGHT TO WORK 


The DISPLAY WORLD Service Bureau - - ‘Cincinnati, Ohio 


WI aaaaaaladaddilididdilidldididddddddldddddddddddddddddd, lhdddidddbddddddddddddddddddddddbddddddddddddididdddddidddddddddddddddddddddddeceecccaaccecnn 
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Beautify your 
window display 


WITH 


Sun-Ray Floodlights 
(Model 50) 


COMPELS 
ATTENTION! 


The center-spot 
beam of the MODEL 
50 SUN-RAY will 
draw attention to 
your window dis- 
play and bring into 
prominence such ar- 
ticles as you may de- 
sire. 





A NON-BREAKABLE UNIT, made en- 
tirely of metal; WILL NOT BREAK, crack 


peel, or rust. 


Equipped with UNIVERSAL ARM so 
that light can be directed where wanted. 


MOST SIMPLE and EFFICIENT 
COLOR-FRAME on the market. Easy and 
quick to insert new color film. 


FINISH—Inside, highly polished by our 
own special process, guaranteed to retain 
its remarkable reflective power. 


SUPERIOR TO ANY OTHER SURFACE, 
NOTHING TO BREAK, CRACK OR 
PEEL 


Outside—Japanned a pleasing tone of 
green, baked on at high temperature—will 
not peel. 


REDUCED PRICE 


COMPLETE, including five feet of wir- 
ing and plug ready. for use, and color-unit 
with five color films, $13.50; without color- 
unit, $10.50, 


USED BY SUCCESSFUL MER- 
CHANDISERS EVERYWHERE 


Som. inci cal 


DEPT. Ww 





ce 119 Lafayette St,, New York, N.Y. 
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DISPLAY WORLD 
SERVICE BUREAU 


An authoritative, completely equipped and _ functioning 
division of The DISPLAY WORLD organization for the 
solution of the window and store display problems of its 
readers and advertisers. ? 


CLYDE P. STEEN, Director 



































JOHN T. LEWIS & BROS. COMPANY 
PHILADELPHIA 


Director, Display World Service Bureau: 

I should like to get in touch with a school or course in 
Philadelphia which instructs in window trimming. I have 
been endeavoring to locate one for some time past, but so 
far have been unsuccessful. Do you know of such a school 
or course in Philadelphia? 

I shall greatly appreciate any suggestions you may have 
to offer or information you can furnish pertinent to win- 
dow trimming with paint products. 

JOHN T. LEWIS & BROS. CO., 
R. E. Prescott. 


There is no school of instruction on window displays in 





.Philadelphia that we know of, although correspondence 


courses have been conducted from that city. We can gladly 
recommend several schools in New York City and other 
points adjacent to Philadelphia. 

Paint products can be most effectively displayed if 
there is some tie-up in the window with the actual use of 
the paint. Color is fascinating to the eye of the passerby 
and paint provides a natural opportunity to use color. The 
DISPLAY WORLD Service Bureau will gladly forward 
you a number of suggestions for window trims of paint 
products. 





FLORIDA CITRUS EXCHANGE 
TAMPA, FLORIDA 


Director, Display World Service Bureau: 

We understand you have received some inquiries for 
window displays descriptive of Sealdsweet Oranges and 
Grapefruit. We regret we cannot send you any of this 
material or photographs of it, as it is now being prepared 
in New York for use this season. If you receive any in- 
quiries from dealers, refer them to the Tampa office and 
we will see they receive immediate attention, as we will 
furnish these displays through dealer service crews work- 
ing in the larger markets throughout the north. 

FLORIDA CITRUS EXCHANGE, 
John Moscrip, Advertising Manager. 


The information on window displays of Sealdsweet fruit 
products will no doubt be thankfully received by a number 
of dealers who have written in for information on the same. 
We will gladly refer them to the Tampa office whenever 
such inquiries are received. 


—_—_—___— 


B. L. BING’S SONS 
ANDERSON, IND. 


Director, Display World Service Bureau: 

I would like to know just how I can check my displays 
on each unit. or the whole front, to find out which unit 
is working and which is not. If you cannot give me this 
information, please direct me to someone. Thanking you 
very much, we are, 

Yours truly, 
' B. L. BING’S SONS, 
Forest E. Partain, Display Manager. 


The most effective method .of checking. displays. is 
through the use of a ticket. You can adopt some certain 


period of time and have some person check the number 


of pedestrians passing by, at the same time checking the 
number of those stopping to look at certain units and those 


“entering the stores. These tickets ‘can be obtained at hard- 
~~ Ware.Or. -novelty stores. 


SS SS 4 
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JOHN B. STETSON COMPANY 
PHILADELPHIA 


Director, Display World Service Bureau: 

We are now planning a booklet which we will dis- 
tribute in a month or so, and are sending you a proof 
of the inside pages of this booklet without the cover, which 
show suggested window displays for the dealer. Do you 
think this a practical plan of securing window displays? 

Yours very truly, 
JOHN B. STETSON CO., 
Mont H. Wright, Publicity Director. 

The proof sheets submitted show some very attractive 
window displays of Stetson hats, and we would say that 
this would be a very effective means of reaching the dealer. 
In any line of men’s furnishings it is always desirable to 
give the dealer suggestions for window displays, as he is 
constantly seeking some new idea, and if provided with 
some service of this kind from the manufacturer will more 
readily use displays than if left to his own ingenuity. 





MARTIN STORES CORPORATION 
GRAND RAPIDS, MICH. 


Director, Display World Service Bureau: 

We are advised that you can tell us of a preparation 
we can use in display windows to keep them from steaming 
or freezing. If you know of such a preparation we would 
appreciate your advice. 

MARTIN STORES CORPORATION, 
Ben Pedigo, Secretary. 

There are a number of simple preparations used to pre- 
vent display windows from steaming or freezing, a condi- 
tion that exists generally in the winter season, but it has 
been found that most of these fluids soon darken the glass. 
The best method of preventing windows from freezing or 
frosting is to make the air inside the window as nearly 
the same as the air outside as is possible. This can be 
done by boring holes in the base of the window and insert- 
ing tubes through which the air may be carried from the 
outside. Some dealers are even using devices to force the 
outside air into the window. 





A. L. PETERSON 
MARIETTA, OHIO 


Director, Display World Service Bureau: 

Will you kindly advise me where I may receive full 
particulars, rules, etc., regarding a window display contest 
for displays of automobile accessories to be conducted dur- 
ing the Christmas season? I desire to enter this contest. 

“ A. L. PETERSON, 
Display Advertising. 

The Automotive Equipment Association, Arthur R. 
Mogge, merchandising director, Eighteenth Floor, City 
Hall Square Building, Chicago, IIl., is conducting the con- 
test to which you refer. Applications and entry blanks 
for this competition may be obtained by writing him. The 
contest closes December 24. 





CHESBROUGH MANUFACTURING CO. 
NEW YORK 


Director, Display World Service Bureau: 

We have been informed that you have received a num- 
ber of inquiries on window displays of vaseline products 
which we manufacture. Is this true? If so, will you 
kindly refer any such’ inquiries to Colgate & Company’s 
salesmen, who will be glad to order such a display for 
them. For your information, Colgate & Company are our 
sales agents in the United States, and thus their salesmen 
take care of ordering such things for us. 

CHESBROUGH MFG, CO., CON’D., 
B. L. Emery. 


We will gladly refer any inquiries from dealers seeking 
vaseline window displays to Colgate & Company, salesmen, 
as you suggest, and have turned over several such inquiries 
and will publish this statement so that other dealers may 
also be’ advised. ; 








LAST MONTH 
WE INFRODUCED 


IRIDESCENT 
SILK PLUSH 


AN EFFECTIVE NOVELTY 


Twenty-Four Inches Wide in a Number 
of Beautiful Color Combinations 


Ask Particularly About the Four 
Wonderful Xmas Numbers 


IT HAS MET “THE IMMEDIATE 
APPROVAL OF LEADING DISPLAYMEN 





HAVE YOU SEEN 
OUR 


WINDOSATIN 


Forty Inches Wide in Sixteen 
Solid Colors 


ALSO OUR FULL LINE OF 


PLAIN SILK PLUSH 
24”, 36”, 50” 


SILK VELOUR 
50” 


VELOREEN 
36” 


YOUR INQUIRY WILL IMMEDIATELY 
BRING SAMPLES FROM OUR 
NEAREST AGENT OR DISTRIBUTOR 


WINDOTRIM FABRICS, tye. 


17 MADISON AVENUE 
NEW YORK 
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Adaptation of Decoration to Displays 


Wealth of ideas can be obtained by study and seeking of history 
of the more ancient forms of architecture 


By HARRY HOILE 
Display Mgr., Rorabaugh-Brown Dry Goods Co., Oklahoma City, Okla. 


ISPLAYMEN are asked from time to 
time, “Where do you get your ideas?” 
and the answer might be, stated briefly. 
“everywhere.” 

This one word covers a large and varied field of 
thought. However, in this article I will endeavor 








“a . Vie 


Fall Opening Display by Mr. Hoile With Use of 
Single Figure. 


to confine my subject to the source of ideas which 
inspired the settings shown in the accompanying 
photos. 

In photo No. 1 is shown a triangular panel with 
a lamp at either end. A trip to the library and a 





Display by Mr. Hotle Utilizing Artistic Background. 


little study in Egyptian design inspired this unique 
display. The triangular shape was suggested by the 
pyramids themselves, and, while a great deal of the 








One of Mr. Hoile’s Displays, Including Drapes. 


early Egyptian architecture seems to have been built 
of stone, this setting was finished to represent 
wrought iron or bronze. The body color was black 
with green-gray rubbed in the deep places and high 
lighted with gold. The panel was backed with . 
changeable russet bronze and blue silk. The “bug”. 
design lamps were backed with jade green for body 
and red for the round openings at top. Four of these 
sets were used in connection with displays of im- 
ported silks and trimmings. 

In photo No. 2:is shown a three-panel screen 
setting. This also has a design taken from an Egyp- 
tian motif. The Egyptians were partial to the 
spread wing and pointed cone design with variation. 
such as the bird head symbol in photo No. 1 on the 
spread wing design, and the leaf symbol in photo 
No. 2. The three-panel screen was finished to match 
the other settings, but was backed with honey dew 
shade changeable taffeta. The striped silk rug sug- 
gested by the Oriental idea was in honey dew and 
turquoise, with small stripes of yellow, green and 
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DISPI AY MANAGE the world over have INSTANTLY RECOGNIZED unusual merit 

in our lines. Numerous repeat ORDERS clinch the argument. 
Cards remain straight and erect and pleasing to the eye. Indefinite service, as they last forever. Will hold rigid any 
card from the size of a price ticket to the size of your window. Our largest holder, No. 8 HWV, may: be used to 
display goods attached to heavy cards, beaver board, etc. 

No. 1 holds cards 22x 28” and two smaller cards; No. 2 holds cards 14x22” and one small price ticket; No. 3 
holds cards 10x10” and No. 4 holds price tickets. The double or triple card idea enables one to effect a great saving 
by using the Special Sale sign separate from the price, changing the price as often as necessary without disturbing 
the large sign. The saving in cardboard alone will many times overcome the cost of the holders. AUTOCRAT line 
ts covered with plush or velour—massive, impressive, in colors to match the window trim. SEL- EZY line made of 
enameled cold-rolled steel. LIVE-WIRE SALESMEN WANTED. 


Take Advantage Now of Our SPECIAL INTRODUCTORY OFFERS. 





Upper Row a AUTOCRAT LINE—Lower Row the SEL- EZY Line. 
SPECIAL INTRODUCTORY OFFERS 





ei cee een aa ree Ge te aia eitenttiirin Riskehedinaeewieneeeensnacweecncpetawsen noe $7.35, postpaid 

ni I UIE - EI ar earen igo ech oll cata Nr te cep pts mae eens ewe nmeinnnensinemmindetwens $2.70, postpaid 

Deen ae cmceueee seers eae, | Gi 2 Gece WENN, WON ene enennaeaennon $9.00, prepaid 

FIXTURE SALES CO., D., CHARLOTTE, N. C. 

Enclosed find Money Order for $_------------------ , for which send Special Introductory Assortment, No ---------- 
pe nares SAS: S RD ho ae AC. TA a ae 





Nei bse ce ate yg ee Street_ - 


























SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have the information you want on file, we’ll find out | 
for you. Avail yourself of our incomparable service facilities without cost or obligation. 


OO Air Brushes C) Counters and Shelving (1) Plaques (Window) 


0) Signs—Electric 
OO Artificial Flowers C) Decorative Papers 


C) Art Screens 

C) Art Studies 

{1 Backgrounds 

C) Background Coverings 
CL] Books on Cardwriting 
(J Books on Display 

(1) Books on Draping 

C1) Booths and Floats 

() Brushes and Pens 

[] Cabinets—Revolving 

() Card & Mat Board 

C) Card Writers’ Materials 
() Cash Carriers 

(1) Chairs and Seats 

1) Color Lighting 


1 DO YOU PLAN TO REMODEL YOUR STORE SOON? 


(] Display Furniture 

() Display Forms 

CJ Display Racks 

1) Dividers—Show 
Window 

O Drawing Boards 

C1) Fabrics and Trimmings 

CJ Fixtures 

() Flags and Banners 

(1) Hammers—Window 

CJ Lamp Coloring 

(1) Lighting and Equipment 

(0 Pageants and Exhibits 

C Papier Mache 
Specialties 


(J Plastic and Composi- (J) Signs—Wood Letter 


tion Pieces 
C) Plushes and Velours 
CL] Price Cards and Tickets 
[] Price Ticket Holders 
C) Reflectors 
1 Screens (Background) 
C) Shoes—Window 
[J Show Card Schools 
C) Show Card Service 
CL] Show Card Supplies 
C] Show Cases 
[1 Show Case Lighting 
CL) Signs and Card Holders 


C) Signs—Brass and 


Bronze 


(1) DO YOU WISH A COPY OF THEIR CATALOG? 


CZ Stencil Outfits 

CL) Stock Posters 

C) Store Designing 

C) Store Fronts 

[} Time Switches 

CL) Valances 

C1) Wall Board 

CL) Wax Forms and Figures 

_} Wickerware Specialties 

(1) Window Drapes 

C1) Window Lighting 

L) Window Shades 

[1] Window Trimming 
Schools 

1) Wood Carvings 


[) DO YOU PLAN TO BUILD A STORE SOON? 


wee Serene AR STREET--- 
MAIL TO THE DISPLAY WORLD—CINCINNATI, O. 
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No. 5140 Rolled Top Basket—15x22 inches. 
filled with Roses, Asparagus Ferns, etc., 
“with bow, complete, $2.50 each ; per dozen, 
$25.00. 


Write today for our ILLUSTRATED 
CATALOGUE No. 5, in colors, of Artificial 
Flowers, Plants, Vines, etc., mailed FREE 
FOR THE ASKING. 


<—010<——0 


Frank Netschert, Inc. 
61 Barclay Street New York, N. Y. 























Profits Promoters 


ATTRACTIVE BRIGHT WINDOWS 
TRIMMED WITH 


Hydol’s Plush 


RADIANT, RICH AND 
LUSTROUS COLORS 


24, 36, 50-inch widths 


Free samples on request. 


Headquarters for a Complete Line 
of Cotton Velour 


The Hydol Plush Company 


Established 1889 
36-East 21st St. New York, N. Y. 
Character Mdse. “HYDOL” 
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rose. The flower piece was especially made to match, 
the setting. 

In photo No. 3 is shown a black baronette satin: 
curtain with flowers of changeable honey dew and 
orange taffeta. The leaves and stems were jade and 
medium green. The flowers varied in size: from 
sixteen inches in diameter to six inches, and a few 
smaller buds. This idea is simply a variation and 
adaptation of applique work. All of the flowers were 
made to order so as to obtain the exact color scheme 
and effect throughout, as desired. 

After all, there is nothing new beneath the sun. 
at least, that is the way the saying goes. Believe it 
or not—as you wish. At any rate, there is one thing 
certain: if a man has originality he can find plenty 
of material every day for ideas adaptable to window 
displays if he will only seek them. 





FURRIER WINS DISPLAY AWARD IN MILWAUKEE 
Robert C. Sell, furrier, received the largest number of 
votes in a window display contest conducted by the North 
Avenue Advancement Association in Milwaukee recently. 
Eleven prizes were awarded for displays, one going to 
each line of business, and the winners determined by a 
vote of shoppers. Paul Scrubbe took first place for a shoe 
display ; George Garens & Company, for clothing; Stark & 
Knobla for jewelry; P. W. Voland for furniture and home 
furnishings, and Seeger’s Apparel Shop for dry goods. 





CLEM KIEFFER ENTERTANS THE DISPLAYMEN 

Clement Kieffer, Jr., display manager of The -Kleinhans 
Company, Buffalo, N. Y., and chairman of the 1924 con- 
vention committee for the I. A. D. M., gave a dinner and 
dance at the Hotel Touraine, Buffalo, the night of Novem- 
ber 24, that was a highly successful affair. Mr. Kieffer 
gave the dinner in honor of the displaymen who partici- 
pated in the committees responsible for the success of the 
Buffalo convention last June. The wives of the display- 
men accompanied them and a report of the 1924 conven- 
tion was read, showing the largest surplus of any con- 
vention in the history of that organization. After the 
short program, dancing»and other entertainment were pro- 
vided for the remainder. of the evening, and Mr. Kieffer was 
the recipient of many more congratulations for the splen- 
did manner in which he handled the big event. : 





HUMAN INTEREST DISPLAY FOR CAMPAIGN 

V. F. McCollum, display manager of The Fahy Store 
at Rome, Ga., recently installed a window display in be- 
half of the Community Fund campaign in his city that 
was a revelation in human interest. The setting was a 
room of a poor family’s home, the window showing a 
snowstorm outside, the fire out, overturned coal bucket, 
with just a spr.nkling of coal, marked EMPTY, a milk 
bottle on the mantle, also EMPTY, an old “center” table 
with oil lamp, smoked chimney and broken glass with 
spoon in it, overturned medicine bottle, EMPTY. Sitting 
near the fireplace was the wax figure of a woman, dressed 
in an old wrapper, shawl over her shoulders and her arm 
around a small boy (also a wax figure) dressed in patched 
overalls, ragged shoes, stockings, etc., the woman hold- 
ing her other hand to her head in misery. Other details 
were carried out effectively and the display created no end 
of comment. It was exceptional work on Mr. McCollum’s 
part for a city the size of Rome, Ga. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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GEORGE A. SMITH 
1737 Broadway, New York City 
Specializing in window displays for National Advertisers and 
Dealers. Model displays planned, reproduced and set up in my 


model windows. Make your “Window Display Dealer Helps” 
produce the results they should. 





“WINDOW DISPLAY AND DISTRIBUTION” 


in 
New York, New Jersey and Connecticut 


DIS-PLAY-WELL 
WINDOW DECORATING SERVICE 


141 Fifth Avenue, New York 








MARTIN JENTER ARTCRAFTS 


185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 
Artcraft Window Displays, Exhibits and Entire Expositions. 
Specialists in Hand-made Krummeck Processed Duplications of 
a very b‘gh grade type in quantities of 25 to 100 for routing 


all over the world. President—Martin Jenter 


PHILADELPHIA 


and surrounding points. 

Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Prompt and Careful Attention Given to Special Campaigns. 

Installation Capacity 500 Displays per week 
Fur Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 


PIEGEL’S SILK SCREEN STENCILS 


ILK We make stencils from your sketches. 
Exact reproductions in any size. Our 
CREEN Stencils have no pin-holes and do not 
peel or crack. Equipped to fill and ship 


TENCILS orders to all parts of the U. S. Send 


trial order—-it will convince. 
INCE 1907 HERMAN SPIEGEL 


The Photographic Way 261 Livingston St. Brooklyn, N. Y. 











COVERING NEW ENGLAND LIKE THE DEW 


FITZPATRICK 


.: ADVERTISING SYSTEM ° 


Window Display Service and Distribution 
Specializing in National Advertisers’ Work 


50 Fulton Street Bridgeport, Conn. 








JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


_ Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 


Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 


A National Window Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 


B. Harry Statter, President 





EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537. Shawmut Ave., Boston, Mass. 
Complete Window Display Service for 


- National Advertisers. in 
GREATER BCSTON and VICINITY 





WE CHALLENGE THE WORLD’S 
BIGGEST ADVERTISERS 
to let us create sell- 


; ing pictures in their 
corms material, 

f our roughs 
are not 100 per 
cent — you’re not 
obligated. 


VISUALIZATIONS, “er 


“Putting Ideas into Picture Form” 





CENTRAL INSTITUTE 
256 West 34th Street New York City 
Window Displays for Local and National Advertisers and for 


Dealers. Model Displays Planned, Reproduced and set up in 
Our Own Windows. 


Milton Roberts, President 
Telephone 5595 Chickering 


BOSTON 


And New England 
4209 Locations Available 


“WINDOW DISPLAY AND DISTRIBUTION” 
UNIVERSAL WINDOW DISPLAY SERVICE 
OF NEW ENGLAND 
739 Boylston Street 





Boston, Mass. 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Serv- 
ice—Complete Service for National Advertiser 
Manager, J. D. Williams 





NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 
A national Display Service for installation of up to 


500 sales producing windows in St. Psul and 
Minneapolis. 


B. J. Millward, Manager 





FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, III. 


1000 Locations Available 


For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 





WINDOW-BOOTH-FLOAT 


2.1.1 e DISPLAYS 
b Specialists to Druggists and 
1 DISPLAYS National Advertisers 
Sect Meacnanose Best Locations Available 


190._N. State Street Chicago, Ill. 





ANDRADE DISPLAY SERVICE 
118 No. LaSalle Street Chicago, Ill. 


Locations available in ‘Chicago and suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 





WORSINGER WINDOW SERV!CE 
124 West Mth Street New York City 


Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 


various subjects and industries. State your needs. For $5.00 . 


monthly. in advance we will send you for one year, each month, 
15 new. assorted photos,’ giving brief description. : 


Special Photo Service for Local and National Advertisers. 
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~ VALANCES 





OUR SPECIALTY 


> 
> 
; Give us a description and lay out of your store front 
; and the type of trade you cater to and we will design 
> +the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 
2 FINDLAY, OHIO 




















Progressive Studios 


201 W. 41st St.. New York City 
Phone Pennsylvania 7789 


SPECIAL CHRISTMAS DIS- 
PLAYS AND NOVELTIES 


All Kinds of Window Displays 
Theatrical Props. Papier Mache 
Mechanical Papier Mache Displays 

Moving Picture and Theatrical Work 
Advertising Novelty Floats 

. Stage Furniture 

Scale Models Objects d’Art 


Specializing on Department Store 
Work and for National 


Advertisers 





Size 5 ft., 6 in. 
ny Color 
Price on Request 




















DECALCOMANIA Transfers 


FOR WOOD, METAL, GLASS, COATED CLOTH, Erc. 








Special designs and trademarks 


made to order. Send copy for 
quotations. 
THE COMMERFORD CO. 


110 East 19th Street, New York 
Tel. Stuyvesant 3272 











CENTRAL INSTITUTE 


“AT PENN STATION” 


Window Dressing, 
Show Card Writing 


and Poter Art. 


Praétical Individual In&truétion 
by Experts. 


256-258 West 34th St., New York City 
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Underwear Displays Sell Goods 


Associated Manufacturers pleased with windows 
obtained for display of their products 


By C. H. ELDREDGE 
The Byron G. Moon Co., Inc., Troy, N.Y. 


ECENTLY the Associated Knit Underwear Manufac- 
turers of America, through its advertising director, 
Mr. Byron G. Moon, conducted a National Knit Underwear 
Week and provided ideas and material for. window dis- 
plays, which, in many instances, were made use of in an 
artistic and attractive manner. 
Some exceptional results were obtained in some sec- 
tions through these window displays, which were linked up 


Underwear Display. by The Gay Co., Troy, N. Y. 


with the other forms of advertising used for that week. 
Three of the outstanding displays which are illustrated 
with this article were installed in the windows of The 
Gay Company, The Boston Store and Wm. H. Frear & 
Company, all of Troy. In, our judgment, these windows 
are interesting because of the fact that a class of mer- 
chandise that usually is not considered responsive to artis- 
tic display has shown that there can be an exception to 
the rule. 

In Troy, as elsewhere, there were four basic types of 





Underwear Week Display by Wm. H. Frear & Co., 
Troy, N. Y. 


display featured. There were retailers who played up the 
seasonable appropriateness of knitted underwear in their 
own individual manner, using their own original display 
material and arrangement ideas. . There were the mer- 
chants who used the display material and suggestions pro- 
vided by the various individual manufacturers. There were 
merchants who built their displays from the display ma-._ 
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terial supplied by the knit underwear industry as part of 
the national advertising campaign, and there were mer- 
chants ‘who utilized display material furnished by the manu- 
facturers in their own original ways. It is hard to say 
that any one type was better than another, as judged by 
results, but according to the retailers themselves all were 
highly productive of sales activity for knit underwear. 

J. W. Smith, display manager of. The Gay Company, 
Troy, achieved results particularly worthy of notice. This 
store window utilized as a background a greatly enlarged 





Debes Underwear Week Tieup by Bostoln Store, 
bey Troy, N. Y. 


illustration of “Jack Frost,’ the character employed by the 
knit underwear industry to .instill a desire to buy. knit 
underwear. Smaller “Jack Frost” cards and other display 
material provided by the industry were also used advan- 
tageously in the window, in which were draped various 
types of knitted. underwear for men, women and children. 
It was stated by Mr. J. J. McNamee, vice-president of the 
company, that during knit underwear week sales in that 
department showed an average increase of about 331-3 per 
cent over the corresponding period of a year ago. 





BODINE-SPANJER COMPANY ENLARGES FACTORY 

The. remarkable growth of The Bodine-Spanjer Com- 
pany, Chicago, manufacturers of window backgrounds, dis- 
play fixtures, set pieces. and. complete display essentials, 
has made necessary a gréat expansion in its. factories and 
manufacturing facilities. Construction of a four-story ad- 
dition to the Chatham Court factory is now in progress. 

The new addition will give to The Bodine-Spanjer Com- 
pany the largest single factory in the display industry, 
and, together with several subsidiary plants, comprises the 
largest manufacturing organization producing store and 
window display equipment. It is planned to complete this 
new addition before the holidays in order that the new 
and added facilities will be available to meet the big spring 
demands of merchants and displaymen. 

The extensive augmentation of production facilities at 
the factories of The Bodine-Spanjer Company evidences 
the great strides this organization has made during the 
past few years. Today it enjoys a reputation for quality 
products of original creation. Bodine-Spanjer creators 
have been outstanding leaders in contributing to display 
advancement. In a few short years this organization has 
become one of the greatest of its kind, doing business 
with practically every prominently successful displayman 
and merchant in the country. 





KANSAS DISPLAYMAN ACCEPTS NEW POSITION 

O. J. Becker, formerly display manager of the Rora- 
baugh Dry Goods Store, of Wichita, Kansas, has accepted 
the position of cisplay manager of the Spot Cash Store at 
Manhattan, Kansas. 
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for Better Window w Dieplays 





es 














NEW SUGGESTIONS AND IDEAS IN 


Artificial Flowers 
Artificial Fruit 
Baskets 
Background Papers 
Borders 

Beaver Board 
Bilt-Wel Board 
Birch Bark Strips 
Card Holders 
Cardboard 
Chenille Roping 
Color Attachments 
Flood Lights 

Foot Lights 


“BETTER WINDOW DISPLAYS” 


Gelatine 

Glass Stands 

Glass Shelves 

Glass Heel Rests 

Grass Mats 

Metalline Draping 
Cloth 

Pedestals 

Papier Mache 
Novelties 

Price Tickets 

Plushes 

Reflectors 

Revolving Tables 


. for 





Scenic Paintings 
Show Cards 
Spot Lights 
Strip Lights 
Stix-Wel Glue 
Tinsel Flitter 
Thumb Tacks 
Valances 
Velours 
Velour Papers 
Vines 
Wood Carvings 
Wood and Metal 
Fixtures 


Send for Booklet No. 41, Samples 


Doty & Serimgeour Sales Co., Inc. 
NEW YORK 


30 READE STREET 











Window Cards 
Complete Displays 
Striking 
Color Effects in 
“Poster cArt 


100 CARDS OR MORE 


Nn, 


Full Information and Samples 
Upon Request 
FAITHORN 


COMPANY 
500 Sherman Street, Chicago 
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Lighting Effects Provide Animation 


Constantly changing picture provided for passer-by through color 
combinations worked out in window illumination 


By L. A. LEISSLER, 
Engineering Dept., Reynolds Electric (Co., Chicago, Ill. 


NIMATION—something that moves—has 
always been a dependable method of at- 
tracting attention to window displays. 
Often you see the sidewalk crowded in 

front of a store where a demonstration is being given 

by a live person. The mechanical figure which simu- 








The New Window Flasher Providing Changes of 
Light. 


lates life has long been a reliable method of attracting 
attention. 

And now something entirely new.in the way of 
motion in a window display has been evolved, and it 
is cleverly tied up with the use of illumination, the 
other sure-fire means of attracting attention to a dis- 
play window. The new idea of which we speak bor- 
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%® 9 Fig. 29 shows 
how window 
W/NOOW lights should 
be wired for 





a 3-color and 
spotlight effect 
(four circuits). 
Diagram also 
shows hook- 
up of. Flasher. 
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rows the art of the theatre stage manager and makes it 
artistic and self-operating by using the art of the mo- 
tion electric sign. 

The onlooker sees a constantly changing picture. 
Now the illumination is red, a few seconds later it is 
amber, and after another interval it is green. Passers- 
by who would not give a second glance at a window 
lighted the ordinary way cross over. the street to wit- 
ness the changing spectacle. And it really is a spec- 





tacle—every change of light completely changes the 
appearance of the display. 7 

And along with the changing color the spotlight 
idea can be used. A strong beam of white light picks 
out the point in the window where emphasis is most 
desired, or it points out several spots in rotation. 

The accompanying illustration shows a window 
where a spotlight effect is being used; also the window 





Showing How Both Color and Spotlight May Be 
Used. — 


is equipped for changing color, as is indicated by 
Fig. 29. The apparatus responsible for tne changing 


‘ of colors automatically is that which is used in the 


operation of the flashing electric signs and developed to 
a well-nigh flawless perfection through twenty years of 
service in the outdoor sign field. 

If you would like further particulars in animated 
window display, The DISPLAY WORLD Service 
Bureau will gladly advise where to secure full informa- 
tion on the subject. 





VIRGINIA DISPLAY MANAGER WRITES BOOK 


R. Addison Lewis, display manager of Miller & Rhoads, 
Richmond, Va., has written an attractive book of verse 
which has just been issued by a Richmond publishing con- 
cern. The book is entitled “The Inn at the End of the 
Lane,” ‘and is filled with human interest verse. Sixty pages 
of varied verse are’ included in the book, which is attrac- 


_ tively decorated by the author. It promises to become 


quite a popular volume. 
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A Labor Saver 
—Simple to 


the Bon Marche Dry Goods Company, Lowell, 

Mass., were cut out of wall board with an IN- 
TERNATIONAL CUTAWL. Mr. A. L. Lemieux, Dis- 
play Manager, the designer, writes: 


“The CUTAWL is the best buy I ever made.’ It has paid for 
itself in one month’s work. It is a great labor saver and so 
easy to operate that a boy can run it. 

“The imitation iron gri!l work (in the center portal, in the 
two medallions and above the two doorways) and the lamps 
were cut out of wall board with our CUTAWL. I also made 


Te decorations for this fine window display of 
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All Decorations in this display were cut with an 
INTERNATIONAL 


CUTAWL  ° 
Operate . Itself 











Will Quickly 


trees for the interior of the store. We have several of these 
” 


windows. 


“I hope the sales of CUTAWLS are keeping up, because you 
have a wonderful little machine.” 


You will be equally pleased with your CUTAWL. 
Cut any design from cardboard, paper, cloth or wall 
board. Write for illustrated booklet. 


THE INTERNATIONAL REGISTER CO. 
13 S. Throop Street CHICAGO 




















DISPLAYMEN OF PROVIDENCE HOLD MEETING 

A meeting of displaymen and decorators of Providence, 
R. I., was held recently at the home of Mrs. Caesar Misch, 
to formulate plans for the proper use of the national 
emblem in decoration and display. A set of standards was 
adopted to govern future displays in the city. 





APPOINTED DIRECTOR OF DISPLAYS IN STORE 

Leon Acton, of McKeesport, Pa., has been appointed 
superintendent of window displays of the Wright-Metzler 
Department Store at Uniontown, Pa., returning to the city 
where he was formerly employed as displayman for the 
Silverman Store. 





IOWA DISPLAYMAN GOES INTO NEBRASKA 

Louis E. Blenderman, who has been display manager 
of the Boston Department Store at Council Bluffs, Iowa, 
has resigned and has accepted a position in the nearby 
city of Omaha, Neb., as assistant to Phil Armour, display 
manager for the J. L. Brandeis stores. 





GIVE AWARDS FOR WINDOWS DURING FAIR WEEK 
Merchants. of Lake City, Minn., participated in a con- 
test for the best window displays during fair week in that 
city. Prizes were awarded as follows: First, E. V. Lom- 
bard; second, -City Meat Market; third, Kinney Sisters. 





DISPLAYMAN ENTERS INTO PUBLICITY WORK 

J. G. Weigand, for the past year and a half advertising 
and display manager for the Eakin & Combs Spot Cash 
Store in Manhattan, Kansas, has resigned his position to 
take up publicity work for a string of four theaters owned 
by G. W. Dickerson. He_ will be located in Lawrence, 
Kansas. i 


DISPLAYMAN INVENTS PNEUMATIC SLEEVE PAD 


A. L. Peterson, display manager of the Leader Store, 
at Marietta, Ohio, has invented a pneumatic sleeve pad 
for displays of men’s wear that promises to be quite an 
innovation in the field. Mr. Peterson has applied for a 
patent on the device, which, when in position can be in- 
flated, expanding the sleeve of the garment displayed, pre- 
venting wrinkles and giving it a natural appearance. Mr. 
Peterson plans to sell his patent rights, when they are 
received. 





BECOMES DISPLAY MANAGER FOR RUSSEK’S 


O. Waldron, formerly display manager for Frederick 
Loeser & Company, Brooklyn, and for some time past 
engaged in free lance work, has been engaged as display 
manager for the new Russek store in the old Gorham 
Building. Mr. Waldron’s fine artistic taste was one of 
the features of the opening of the store. 





ILLINOIS DISPLAYMAN ACCEPTS IOWA POSITION 


F. C. Willoughsby, for several years display manager of 
the W. T. Duker Company, Quincy, IIl., has been appointed 
advertising manager for the Boston Store, Cedar Rapids, 
Iowa, and will have charge of the advertising and window 
displays of the Iowa store. 





DISPLAYMAN ACCEPTS NEW JERSEY POSITION 

C. Carl McWilliams, who has been display manager for 
Calby’s Store, 53d and Market streets, Philadelphia, Pa., 
has become display manager for L. J. Kotlikoff’s Depart- 
ment Store, 25th and Federal streets, Camden, N. J., and 
has already: entered upon his new duties, 
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OUR PLATFORM 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
* 3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. 
5. Appreciation of Display by Merchants as the Most Powerful Factor in the Business of Selling. 
6. To Maintain the Independence of Its Editorial Columns so That It May Always Discuss Without Fear, 
Bias or Jealousy Every Activity in the Display Field and Serve Best All Interests. 


6) , 





—A 











Second Annual Display Review 
WATCH FOR IT! 


The DISPLAY WORLD again leads in 
planning for its January, 1925, issue, the next 
number, something exceptional in display pub- 
lication endeavor. 


This will be an enlarged special edition, to 
be known as the SECOND ANNUAL DIS- 
PLAY REVIEW, and will be, in fact, every- 
thing that its name implies, It will be a much 
greater issue than the First Annual Display 
Review of January, 1924. 


Advertising forms will close as usual, Jan- 
uary 5. 























When the judges announced the 
‘ window displays of the Fifth 
Paid fs Werk Avenue Saetdailat it ‘was ,found 
OF Displayman that no other personage than that 
dean of displaymen, Herman Frankenthal, was respon- 
sible for the windows which captured the first prize. 
The Fifth Avenue Centennial was one of the greatest 
events of one of the most important retail business 
thoroughfares in the world. It was fitting, then, that 
the veteran, but still efficient display manager, Herman 
Frankenthal should receive the first award. 

Mr. Frankenthal can look back to the time when 
Fifth Avenue windows were merely shop windows, 
‘and could not be compared to the remarkable efforts of 
the displaymen of today. The cup he will receive, 
or B. Altman & Company will receive, for the finest 
window display on Fifth Avenue during the week of 
the Centennial marks one of the many achievements of 
Mr. Frankenthal. Still active, although advanced in 
years, Mr. Frankenthal proved his ability at the annual 
convention of. the International Association of Display 


Fitting Tribute 


Men at Buffalo last June, by jumping lively up into 
the demonstration windows, and draping several live 
models. As a window artist, and a draper, Mr. Frank- 
enthal is a wizard, and his work will live for years 
to come. ; . 
The fact that B. Altman & Company won the Fifth 
Avenue cup for its Centennial window display is a fit- 
ting tribute to the work of Herman Frankenthal. He 
is deserving of the congratulations of the display field. © 





The window displays of the manu- 
Didiniaien with facturers of nationally advertised 
Wisilow Dlsuhins products are advancing, with the 
continued progress of the display 
field. This is made apparent by the unusually attrac- 
tive and artistic displays produced for the national 
advertisers during the past year. A striking exam- 
ple of the value of better displays was shown recently 
during the observance of “Squibb Week” by retail 
druggists throughout the country. The article by W. C. 
Kirby, of E. R. Squibb and Sons, in the November 
issue of The DISPLAY WORLD brought ‘to light 
some interesting facts regarding the pulling power of a 
better display. Sales increases ran as high as several 
hundred per cent in some instances. 

The display which caused such increases in sales 
was unusual for a drug firm. It not only carried a 
human interest appeal, but it displayed the actual mer- 
chandise, and obtained results, because it was direct 
advertising at the point of sale. The display carried 
as its principal figures, the man and wife looking at 
the medicine cabinet filled with actual Squibb prod- 
ucts on the bathroom wall.. The red light alongside the 
cabinet flashed the warning signal. Persons who 
stopped to look at the display, and they were imme- 
diately halted, because it was so different. from or- 
dinary displays, invariably went inside to make pur- 
chases. It is this class of displays that is giving pres- 


National Field 
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tige and standing to nationally advertised products. 
The Squibb display is only one example of the constant 
advancement being noted in this particular part of the 
field. There are many others, and there will be more 
during the next year. 





In the mad rush of American busi- 


Cheer Up the a te bu 
Santa Figures ness, it is apparent that the jovial, 
Ad Club Plea jocund appearance of Santa Claus 


has been somewhat slighted. The 
Adcraft Club, of Detroit, during a recent meeting, 
which was addressed by the editor of The DISPLAY 
WORLD, received a communication from a resident 
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If the display manager, or the ad- 
vertising manager of the store will 
keep close contact with the public, 
he will obtain many ideas that 
otherwise would not be available. Closer observation 
is being urged of all the promotional departments of 
the retail store of today. 

Ralph Madger, in an address before the Buffalo 
Advertising Club recently said: “More ideas can be 
obtained by wandering around the store, listening to 
the comments of shoppers, WATCHING THE PEO- 
PLE WHO STOP TO LOOK AT THE WINDOW 
DISPLAYS, chatting with the sales clerks, talking 
with the muyers and listening to the discussions on 


Public Source of 
Many Ideas 
For Advertising 











| A Most Cheerful Christuas-Cide 
| anda Happy and Prosperous 1925 


is the Display World's Wish 
for All 
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of Detroit, complaining that the cut-out figures of 
Santa Claus used in the holiday advertising, and in 
the window displays, were less jovial, less appealing 
than usual. It was said that Santa even wore a frown 
in some instances, rather than the smile and happy 
facial expression that usually characterizes his por- 
traits. 

This was an interesting communication. The club 
ordered investigation of the fact. This action should 
be followed throughout the country. When Christ- 
tide of 1925 rolls around, there shouldn’t be any 
grouchy looking Santas in any advertising. Grouchy 
Santas have no place in American business. While 
the rush continues, it can be made more American 
by the habitual smile, and in the case of old Kriss 
Kringle himself, that smile can broaden into a jolly 
old laugh. Let’s cheer up Santa Claus! 


Ee 


merchandise at home and in the homes of friends, 
than by any other means.” 
It is true that there is too much attention to the ap- 


. pearance of advertising copy; to the appearance of the 


displays, and too little attention given to the major 
ideas behind such advertising and displays. 





SPEAKS AT MEETING OF MADISON DISPLAYMEN 

William A. Gillies, display manager of the Boston Store, 
Milwaukee, Wis., recently addressed the regular monthly 
meeting of the Madison (Wis.) Display Men’s Club. He 
said in opening his address: “Men who decorate the win- 
dows of retail establishments are silent salesmen. These 
men create demands for merchandise. They sell silently 
and it is up to the clerks and salesmen within the store to 
clinch the sale after the goods are displayed.” During the 
discussion many suggestions were made by Mr. Gillies for 
proper displays of jewelry, furniture, shoes and other lines. 
Jack Hilgers presided at the banquet meeting. 














We Are Rushed With Orders for Timberlake Col- 
ored Light Screens as the Holiday Season 
Approaches. Avoid Delays by Placing 
Your Order With Us Now. 


Slip these Timberlake Colored Light Screens over the reflectors 
in your windows and flood your windows with colored light. They will 
fit almost any shape reflector up to 10 inches in diameter. Instantly 
put on or taken off. 

A Necessary part of the Display Man’s Equipment. 

Take 10x10 inch gelatin sheets which we can supply you with in 
Red, Amber, Green, Blue, Magenta and Purple. 

Screens only, without gelatins, $7.20 per dozen. 

Special price for 3 dozen $18.00. 

Gelatin Sheets $1.00 per Dozen, 

Prices F, O. B. Jackson, Mich. 2 per cent 10 days. 


J. B. TIMBERLAKE & SONS 
Jackson, Mich. 
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Panels and Drape Shades 
Materials and Workmanship of dependable char- 
acter. Absolutely SUNFAST Appliques that will 
retain their color. Satisfaction guaranteed. 
Write for descriptive matter, Suggestions and our Prices. 


NATIONAL DECORATIVE CO. 





Hudson & Federal Sts. 


PT a 
dot LECTRICTURN TABLES 


DisPLAY ~~» SELL MORE GOODS! 
klectric cost 3 cents per day—Capacity over 100 lbs. 
Fully Guaranteed—Write today. 


Over 5.0 ELECTRIC WINDOW SALESMAN CO, “Cornhill. 


Sol Satine 


for Wonderful Windows 


S. M. HEXTER & CO., Sole Owners, Cleveland, Ohio 
New York Address: 1140 Broadway 


Camden, New Jersey 
































When Writing Advertisers Mention The Display World. 
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Varied Displays Feature Contests 


(Continued from page 14) 


Company, Winder, Ga. Chicago, first, Indianola Hardware 
Company, Indianola, Iowa; second, W. E. Van Talge, In- 
dianapolis, Ind.; third, Senger & Heller, Portage, Wis. 
Springfield first, J. W. Grace Company, Wakefield, Mass.; 
second, Field & Lawrence, Bellows Falls, Vt.; third, Irving 
Van Voris, Cobleskill, N. Y. Toledo, first, E. M. McGowan, 
West Branch, Mich.; second (tie), Gartner Hardware Com- 
pany, Wyandotte, Mich., and Ogden Hardware Company, 
Ashland, Ky.; third, P. G. Wuertz, Cleveland, Ohio, Kan- 
sas City, first, L. Schmidt & Sons, Grand Junction, Colo.; 
second, Waters Hardware Company, Junction City, Kansas; 
third, Creegan Hardware Company, Henryetta, Okla. San 
Francisco, first, Emigh-Winchell Hardware Company, Sac- 
ramento, Cal.; second, Dresslar Hardware Company, Los 
Angeles, Cal.; third, C. G. Schrimpf, Spokane, Wash. Min- 
neapolis, first, Dopp & Watson, Ashland, Wis.; second, 
Zimmerman & Bangerter, Mankata, Wis.; third, Knoff- 
Peterson Hardware Company, Fergus Falls, Minn. 


Shoe Repair Display Contest is an Unusual One 


Even shoe repairing establishments are becoming in- 
tensely interested in window displays, as was made evi- 
dent by the recent contest conducted by the Gill Publica- 
tions, Inc., of Boston, Mass. This was a national contest 
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Display by R. J. Catellier, of Brookville, Ind., Prize 
Winner in Shoe Repair Contest 


for all shoe repairers of the United States for the best 
trimmed windows. Many varied displays were photo- 
graphed and submitted and the first prize of $500 was 
awarded T. P. Mulder, of 1313 Portage Street, Kalamazoo, 
Mich. The second prize of $250 was given Reo J. Catellier, 
of Brookville, Ind. Third and fourth prizes were given 
Nick Jamison, of Boulder, Colo., and the fifth prize ‘went 
to Ira M. Morton, of San Dimos, Cal. 


Earl & Wilson Collar Display Contest Proves Successful 


In August, Earl & Wilson, of Troy, N. Y., sent out a 
general letter to a large list of customers setting forth 
to them the possibilities of increased collar sales through 
the use of proper window displays. The company put 
up $650 in cash prizes, and, in addition to this, a series 
of prizes to the salesmen who made the best showing, of 
$350. There was no definite list of instructions sent out, 
it being merely required that photographs be submitted 
not later than September. 

According to Robert.N. King, advertising manager of 
Earl & Wilson, the company received hundreds of compli- 
mentary letters from dealers, who advised them of the 
increased sales made during the display week, these figures 
running anywhere from 50 per cent. to 200 per cent. The 
prize winners in the contest were as’ follows: 
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First prize, $250, Denver Dry Goods Company, Denver. 
Colo.; second, $100, B. R. Baker Company, Toledo, Ohio; 
third, $50, Murray Bros.-Moss Company, Lewisburg, Tenn.; 
fourth, $25, Geo. Pray & Company, 1908 Farnum Street, 
Omaha, Neb. Prizes of $10 each were awarded the ten 
following firms: J. B. Hagadorn, Schenectady, N. Y.; 
Croll & Kreuck, Reading, Pa.; The Mode. Washington, 
D. C.; Baer Bros. & Prodie, Chicago, Ill.; Kintzer & Clark, 
Peoria, Ill.; Powers-Behen Company, Denver, Colo.; Boyd 
Richardson Company, St. Louis, Mo.; Mason’s Haber- 
dashery Sacramento, Cal.; The Bilodeau Company, Alli- 
ance, Ohio, and Browning, King & Company, Providence, 
Rhode Island. 


Wheary Trunks Provide Good Displays in Contest 

Clement Kieffer, Jr., display manager of the Kleinhans 
Company, Buffalo, N. Y., won first prize in the contest 
conducted by the Wheary-Burge Trunk Company, of Ra- 
cine, Wis., and added to his already large array of con- 
test prizes won the past year, receiving $50 for a trunk 
and luggage window that was considered one of the best 
merchandising values ever received by this company. In 
commenting on Mr. Kieffer’s window display, C. E. Wal- 
berg, of the sales department of the Wheary-Burge Trunk 
Company, says: 

“The results obtained in this contest were much more 
satisfactory and gratifying than we ever anticipated. We 





Display by Clement Kieffer, Jr., for Kleinhans Co., 
Buffalo, N. Y., Winning Wheary-Burge Contest 


received nearly one hundred beautiful photographs and 
dealers carried out some very novel and worthwhile ideas 
in exploiting wardrobe trunks. Mr. Kieffer, in his win- 
dow fo~ Kleinhans—that is, having the double window— 
accomplished a number of very worthwhile ideas. In the 
first place, he played up our trade-mark and our slogan 
in a very extensive manner; he made, most excellent use 
of our display material and built some of his own so that 
our name was very prominently featured in connection 
with our product. 

“One window displayed the three most prominent users 
of trunks namely, the traveler; second, the bride, and third, 
the student or teacher. The second part of the window 
was devoted to showing trunks disassembled.” 





CONDUCT CANNED FRUIT DISPLAY CONTEST 

The wholesale grocers and fruit brokers of the two 
Kansas Citys in tieing up with National Fruit Week re- 
cently conducted a window display contest in which prizes 
were won by the following: First prize, $50,, Burns & 
Lutz, 2645 Troost Avenue, Kansas City, Mo.; second, $25, 
Mrs. H. Shear, 1700 Wood Avenue, Kansas City, Kansas; 
third, $15, Country Produce Market, 1315 East Gilham 
Road, Kansas City, Mo., arfd fourth, $10, Crawford Bros., 
Thirteenth St. and Grandview Blvd., Kansas City, Kansas. 
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——" Suggest Umbrellas 
for Christmas Gifts 


by displaying them on these 


Colonial Design Umbrella Stands 


They will, by their unusual ability to display 
properly, create the demand for this useful 
and popular article for Yuletide giving. 


The ONLI-WA Fixture Co. 
St. Paul Ave. Dept.D.W. Dayton, Ohio 




















OAPYRUS 
SILKREPE 


Reg. U. S. Pat. Off. 


A CREPE PAPER OF SUPERIOR 
QUALITY AND ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 





MADE BY 


The Papyrus Company 
100 MARKET ST. 
KENILWORTH, N. J. 
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Rain Pours Down Inside Window 


Automobile manufacturer with aid of display specialist works out 
demonstration that astounds sidewalk crowds 


By F. S. VORN 
Advertising Dept., Studebaker Corporation, South Bend, Ind. 


AIN—actual rain—coming down in torrents 
inside a display window, while the weather 
outside was bright and cloudless, attracted 
throngs of passers-by to the retail branch 

of the Studebaker Corporation of America, at Cleve- 
land, Ohio, recently. This was considered one of the 
most ~attractive window displays, in drawing power, 
ever introduced by the automobile trade. Prior to its 
showing in Cleveland, Ohio, 
the same display was used 
effectively in New York 
City. 

The display was drama- 
tized, every detail in the 
story being carefully carried _ 
out by the scenery, lighting 
effects and other features. 

One entire window was 
converted into a complete 
stage setting. A complete 
drama was then worked out 
to show exactly how the 
Studebaker duplex model 
can be turned from an open 
car into a closed car or from 
a closed car bdack into an 
open car in half a minute. 

A real actress was used 
in the demonstration. The 
plot was something like 
this: 

The first scene  por- 
trayed a young woman 
riding alone on a beautiful 
afternoon. The trees and 
grass utilized in the display 
were real.and added dramatic effect to the picture. As 
the car traveled along the road the leaves began to fall, 
giving the appearance of a late summer or early fall 
afternoon. Then a storm made its appearance. Clouds 
darkened the sky. The young woman looked about her 
and hurried on. The rain began to fall. It poured 


down. Without stopping the car the young lady inside 
operated the roller enclosures, and_ with eight move- 
ments of the hand transformed the Duplex from an 
open car into an enclosed car in thirty seconds. As a 
matter of fact, she operated the curtains seemingly as 
easily as if she were pulling down the shades in the 
parlor of her home. 








Remarkable Window Demonstration Arranged by 
Studebaker Motor Car Company 


The lighting effects were worked out by Dudley 
Hess, well-known producer of stage and window effects 
in New York City, who has developed an enviable repu- 
tation in the display field for high-class dramatic or 
tableau displays. Three performances were given daily 
while the display was in the Cleveland window, con- 
tinuing two hours each and repeating the performance 
at regular intervals. The window was open from ten 
to twelve in the morning, 
from three to five in the 
afternoon and from seven 
to nine in the evening. _ 

At times it was impos- 
sible to get near the display, 
so great were the crowds. 
‘The effect’ was so realistic 
that one man who was car- 
rying an umbrella put it up, 
even though the sky was 
clear outside. Another man 
pulled down his hat, turned 
up his collar, and several 
women hurried for shelter. 
But the best- effect of all 
was the constant crowd of 
spectators who viewed the 
display and then went in- 
side the agency show rooms 
to see further demonstra- 
tion of the Duplex model. 
As a result, it is safe to say 
that this window display 
sold many Studebaker cars 
of this latest model. Rarely 
is so effective a drama por- 
trayed in the window. 

The scenic background perspective was so per- 
fectly arranged that it gave every appearance of the 
car actually being driven down the road, as if it were 
about to come on through the plate glass of the win- 
dow and out into the crowd. 

The lighting effects, changing from bright day into 
a clouded sky, were remarkable and probably have 
never before been used so effectively in a window 
display. The fall of rain was more realistic than any- 
thing ever attempted in this line. 

It is said that the Studebaker Company plans to go 
even further into the subject by adding additional me- 
chanical features to the display. 
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Election Theme in Novel Display 


Drug store displayman capitalizes on cartoon and 
installs window that sells pens 


By K. S. PARKER 
Advertising Mgr., Parker Pen Co., Janesville, Wis. 


LTHOUGH we have had many unusual and novel 

window display photographs submitted to us during 
the past year, where the originality of the displayman is 
making a marked step forward, we believe there has been 
nothing to eclipse in originality the display pictured here- 
with, submitted by Larson & Torgeson, druggists, of Grand 
Forks, N. D. 

This window display could not help but create a great 
deal of interest, installed as it was, at the time the elec- 
tion campaign was at its heighth. The presidential cam- 
paign was drawing considerable interest in North Dakota, 
and, tieing up the display with the newspaper cartoons of 





Novel Display by Larson & Torgeson, Grand Forks, 
North Dakota. 


Sydney Smith and his “Andy Gump,” the store obtained a 
most startlingly realistic ‘effect. 
As the dealer indicated, there was always a crowd 


around the window and it sold a‘ great many Parker Pens. 


during the time it was in the view of the public. This 
sort of window display ties up nicely with our newspaper 
advertising and: national magazine advertising, and makes 
a splendid outlet for cashing in on such advertising. 

The splendid feature of this, display ‘was the human 
interest involved, and the fact that it ‘contained every 
phase of interest drawing power to attract the passerby, 
whether’ it: be the young lad who’ follows the comic pages 
or the older individual who never fails to look at the Andy 
Gump caftoons in his daily newspaper. 





ASSISTANT BECOMES DISPLAY MANAGER 
Charles L. Jones has been appointed display manager 
by J. B. Mosby & Company, of Richmond, Va., succeed- 
ing E. B. Perrett, resigned. Mr. Jones was previously 
assistant’ display manager at the Miller & Rhoads Store, 
and is receiving the congratulations of his friends on hi: 
ascent to a position as display manager. : 





CHANGE -IN ADVERTISING MANAGERS OF FIRM 

Clarence F. Brown has been made director of sales in 
the Pyralin Department of E. I.:duPont de Nemours & 
Company, Inc., with headquarters at Arlington,-N. J. For 
several yedts he has been director of advertising with the 
dePont €orporation. He-is succeeded in that position by 
William A. Hart, formerly director of marketing with the 
Elliott Service Company, of New York City. 
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Supreme Quality 
Made in Thirty-three Brilliant 
Shades and Colors 


RINKLE 
REPE 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 
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The Tuttle Press Co. 
APPLETON, WISCONSIN 
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SPECIAL TO OR- VALANCES 
DER VALANCES. SIDE DRAPES 
DRAPED AND DRAW CURTAINS 


preateo =r VALANCE & DRAPERY CO. =\0c° vs": 


AND SAMPLES ; SILK PLUSH 

suemitteowitH. LO Superior Av., N.W. eackerouno 

OUT OBLIGATION. Cleveland Ohio DRAPERIES. 
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THE KINNEAR ARTCRAFTS 
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| Window Settings and Novelties, 
| Art Panels, Scrolls, Backgrounds 
Byhae 


Correspondence solicited. 


19 EAST 15th STREET — 











NEW YORK 





Advertise Vou Wants in 
THE OPPORTUNITY EXCHANGE 
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Demonstrations Attract Attention 


Entire window span given over to series of displays using live 
models in depicting events and values of sale 


By GEORGE F. SMITH 
Special Correspondent, The Display World 


HEN there is an open space in the calendar 
of the department store’s schedule, there 
is nothing more effective than a series of 
demonstrations. That was proven re- 

cently with the Manufacturers’ Co-operative Sale, con- 
ducted by Espenhain’s store in Milwaukee, Wisconsin. 
The-entire battery of eighteen windows was turned 
over for a continuous performance for three days. 
Corset models were featured in one window, trying 
on various styles of corsets, corselettes, lingerie and 
bath robes. One window was stocked with the latest 
in infants’ wear, featuring a live model, a nurse, wash- 
ing, dressing an infant, etc. Another window featured 
the drapery department, and in it two seamstresses 
were making up valances and curtains, sewing, meas- 
uring and completing work in view of the spectators. 
One window featured the displaymen of the store 
draping live models with beautiful materials. The 
same draping demonstrations that might be seen at 
the annual conventions of displaymen were carried 
right into the window for this event. In a window 
devoted to hosiery a display of all kinds of Phoenix 
hose was featured. A model wore and demonstrated 





Showing Crowds Attracted to Window Demonstrations at Espenhain’s Store, Milwaukee. 


the various lines of hose manufactured by the Phoenix 
company. This model was furnished through the 
courtesy of the manufacturer. 

The ready-to-wear department. featured models 
wearing the latest in coats, suits and dresses. This was 
practically a miniature style show, and attracted women 
in tremendous crowds. The largest crowds of all were 
naturally drawn to the window depicting the beauty 
parlor of the store. Here attendants from the beauty 
parlor gave “customers” bobs, trims, shampoos, curls 
and permanent waves. — 

In short, all of the departments were featured dur- 
ing the three-day sale. According to officials. of the 
store, the receipts were more than gratifying, and as 
an advertising medium the stunt has probably never 
been surpassed in the history of the store. Each and 
every window drew a large audience from early morn- 
ing until late in the evening, for evening performances 
were conducted as well as those during the day. The 
victrola department was also featured, and did much 
toward entertaining the sidewalk audience; in fact, the 
police were kept busy during the sale in making a path- 
way for pedestrians. 
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Slogan Proves to be Popular One 


Many inquiries and orders received by Service 
Bureau for new display trade-mark 


The slogan, “WIN- 
DOW ADVERTIS- 
ING MAKES THE 
PASSER BUY,” 
which was _ an- 
nounced on the pub- 
lisher’s page of the 
November issue of 
The DISPLAY 
WORLD, .has_ cre- 
ated a sensation in 
‘the display field. 
From all branches of 
the display sphere 
have come inquiries 
and ordérs for electrotypes descriptive of this slogan, to 
be“used on stationery and advertising of every character 
planned by advertisers and others interested in almost 
every phase of window display. 

Judging by the number of inquiries, it will not be long 
until “WINDOW ADVERTISING MAKES THE PASSER 
BUY” will be an expression used in every branch of win- 
dow display endeavor. The DISPLAY WORLD Service 
Bureau has made it possible to procure electrotypes ‘in 
two sizes of this slogan, at the nominal cost of $1.00 for 
the set. The forthcoming year will see a general use of 
the trade-mark on the new stationery and printed matter 
that is invariably issued with the beginning of the new 
year. — 

That, there was need of something to effectively tie up 
the accomplishments and progress of the window display 
field with the actual results has been made apparent by 
the enormous number of requests for the slogan that have 
been received. “WINDOW ADVERTISING MAKES THE 
PASSER .BUY” is descriptive of window display at the 
point of Sale—it is a statement of an actual fact. And that 
fact has been proven time and time again by the remark- 
able achievements of the past year. 

The advent of this new slogan is one of the real ac- 
complishments of the year 1924 in the display realm, and 
is certain to mark the continued improvement of the 
forthcoming year,. 1925. 








D. A. LAUFERTY, OF NEW YORK PLANT FIRM, DIES 

The many friends and business acquaintances of Mr. 
D. A. Lauferty, president of the Decorative Plant Com- 
pany, Inc., 228-232 Fifth Avenue, New York City, were 
deeply grieved to hear the announcement of his death, 
which took place November 18 at his home in New York. 
Mr. Lauferty was president of the Decorative Plant Com- 
pany some twenty odd years. He was stricken with a 
stroke of paralysis five years ago and has been inactive 
since that time. The second stroke, about the middle of 
November, caused his death. The business will be carried 
on as in the past by Messrs. E. Freund and R. Behrisch. 





_ USE GIFT CARD PLAN FOR MASLAND RUGS 
W. & J. Sloane, of New York, selling agents for Mas- 
land rugs, have announced that the Christmas gift card 
plan will be used this year in connection with the Masland 
rug line. These cards, when presented to the store, entitle 
the holder to a rug of this make and makes it possible for 
the housewife to procure something in harmony with the 
particular room in which shé wishes to place the rug. Win- 

dow. displays are also featuring a tieup with the plan. 
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Professional Courses 
for Displaymen 


We are preparing a_ separate 
building for the Window Trimming 
School to be ready in January. 


Special Enrollment Offer for 
Prompt Action. 


Any student enrolling in our Window 
Decorating and Trimming courses before 
January 15th will be allowed a 


25% Discount 


Life Classes 
Card Writing Courses 
Window Background Course 


Individual instruction under actual 
working conditions. Open from 9 a.m. 
to 9 p.m. week days, and 10.a:m. to 
6 p.m. Sundays. Days or evenings, or 
both, at the same price. 


Superior Sign School 


2139 South Wabash Avenue, Chicago, IIl. 

























“SALE” POSTERS 
AND PENNANTS FOR YOUR JANUARY SALE 
Equal to Hand Lettered at a Small Fraction of Their Cost 


WRITE FOR OUR ILLUSTRATED FOLDER 
W. B. YOUNG & CO., 160 N. Wells St., Chicago, Ill. 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. Thousands of 
Kleradesks are giving entire satisfaction, Saves 
time locating, distributing or sorting papers, 
Takes less space thamatray. Sent FREE trial. 
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Upper Left, Display in Conjunction with Fall Opening by Allan H. Kagey for Mandel Brothers, Chicago, Column 
Arches Being of Elaborately Varied Ornamentation Backed by Artistic Drapes of Deep Purple with Gold Fringe 
Over Mirror, Columns Done in Polychrome and High Spots Burnished ; Upper Right, Display by A. V. Fraser, of 
Marshall Field & Co., Chicago, Showing Type of Background Display Used in Windows at Washington and Ran- 
dolph Streets for Fall Opening; Center Left and Right, Two Displays of Evening Wear by E. H. Lamprich for 
Kline’s, St. Louis, Mo.; Lower Left, Display of Jack Tar Togs by Hugh Henry for Brett's, Altoona, Pa.; Lower 
Right, Display of Modart Corsets in Dressing Room Setting by W. L. Stensgaard for C. W. Klemm, Inc., Bloom- 
. ington, ‘Ill. 
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Upper Left, Wemen’s Coat Display by H. Felgenhauer for Nugent’s, St. Louis, Using Artistic Background 
Panel; Upper Right, Display of Men’s Evening Clothes by Charles H. Roberts for The Quality Shop, Baltimore, 
Md.; Center Left, Fall Hunting Display by Floyd A. Davidson for Clark Hardware Co., Jamestown, N. Y.; 
Center Right, Armistice Day Display by Fred Ashfield, Display Manager, Bryson Graham, Ltd., Ottawa, Can., 
Winning First Prize in Otiawa Contest; Lower Left, Fifty-first Anniversary Display by W. L. Stensgaard for 
C. W. Klemm, Inc., Bloomington, Iil., Utilizing Huge Cake With 51 Candles; Lower Right, Remarkable Draping 
Display by Anthony Ficeto for Boston Silk Store, Waterbury, Conn., Winning First Prize in Local Contest. 
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Who They Are and What They Say 


No. 13—O. WALLACE DAVIS, Brooklyn, New York 
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UST drop into the Batterman Store on 

Broadway, Brooklyn, any day, any hour, 

‘and ask for Mr. Davis, and invariably the 

answer will be, “Mr. Davis is busy in the 

office, studio, or in Window No. So-and-So. Step 
right in!” 

Following this injunction, you enter either of these 
sanctums or any one of the twenty-seven windows and 
you immediately know that 
you were rightly informed. 

Here is a busy man, but 
your greeting will be always 
most cordial. You at once 
feel an atmosphere of wel- 
come, a sort of glad-you- 
came feeling, and with a 
hearty handshake you are 
enjoined to visit while he 
works. The work moves on 
without interruption. 

Mr Davis has the happy 
faculty of combining work 
and attending to your wishes 
without slighting either. You 
get the impression that you 
are conserving rather than 
wasting his time, and time 
with this man is a most treas- 
ured possession. Thoseknow- 
ing Mr. Davis best recog- 
nize him as a man of many 
angles, interested in many 
activities and profoundly de- 
voted to his work, never 
ceasing in his efforts to raise 
the standard of displays to a 
higher level, ever giving his best to produce business- 
building displays and promote sales which bring cash 
register results. 

Seldom do we meet a more interesting character 
or a more versatile personality in the mercantile field— 
an Englishman by birth, an American by adoption, a 
gentleman always. In the commercial world he is an 
artist of the profession, a merchandiser of rare judg- 
ment, a sales promoter who knows how, and a tireless 
student of the merchandise game. In civic life he is a 
home man, a welfare worker, a trained singer and mu- 
sician of ability, and ex-baseball player, and widely 
interested in athletics—a regular out-in-the-open 
chap. 





O. Wattace Davis 


The diversion which best gives expression to his 
artistic nature is the camera. The walls of his home 
are silent witnesses of his talent and skill with the lens 
and sensitized plates—a reproduction of a “fleecy cloud,” 
an old gateway, or perhaps’a halfsunken boat beneath 
a willow. Still life—but they tell you the artist had 
unusual appreciation of light, shade-and composition. 
Simple subjects—yet they appeal to your imagination 
and vibrate to your recollec- 
tions. 

In the window display 
field Mr. Davis has just com- 
pleted his twenty-first year, 
and laughingly remarks that 
now that he has attained: his 
majority and is eligible to 
become a citizen in The Dis- 
play World, he must get 
busy and make good. This 
is not so bad when we hap- 
pen to know somewhat of 
the success that has attended 
his efforts. A partial list of 
recent prizes awarded him 
for displays include: The 
Coffee Growers’ Contest, 
$150; Sunsweet Prunes, 
$100; Alaska Refrigerator 
Contest, $100; Ladies’ Home 
Journal, $200; Duplex Safe- 
ty Pins, $100, and Pictorial 
Review, $250. In addition, 
he has won some fifty other 


Display Mgr., H. Batterman Co., lesser cash prizes, many 
Brooklyn, N. Y. 


medals, loving cups, chests 
of silver, and, most recently, 
a Ford Sedan, first prize in the Congoleum Rug Con- 
test, in which Mr. Davis’s display was returned winner 
over 1,400 other entries. Knowing this, it is quite easy 
to understand why the answer is invariably the same— 
“Mr. Davis is busy.” 
Yet, in his hurried, busy life there is always time 
to help the other fellow, as scores of men will testify. 
The motto above his desk evidently expresses best 
his idea of life. It reads: 
“To do my work better every day— 
To help some fellow on his way; 
And while the sun shines 
Keep on making hay. 
This is my task.” 
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‘Sons, Regina, Saskatchewan, Canada. 
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Murdison Will Move to Chicago 


Popular Buffalo display firm will be located in its 
new quarters by January tenth 


NDREW W. MURDISON has announced the removal 
of his business from Buffalo, N. Y., to Chicago, be- 
coming effective January 1. During the week of January 
10, The Murdison Company will hold its opening in the 
new location at 316 North Michigan Avenue, Chicago. 
Growth of the business and necessity for being located in 
the center of display activities brought about the removal 
to Chicago. The business was formerly known as The 
Murdison Display Service. 

In addition to paper display effects, backgrounds, the- 
atrical lobby displays, The Murdison Company carries a 
line of display features, known as Anaglypta, pictured in 
connection with this article. Many unusual effects can be 
obtained through this novel decorative, and in order to 





Anaglypta, Decorative Feature of Murdison 
Co., Moving to Chacago from Buffalo 


more fully set forth the possibilities of the product, a 
catalogue is being prepared by the company. This will 
be published about January 10, coincident with the open- 
ing of the company’s new offices. 

Mr. H. O. Condit, known by displaymen from coast 
to coast, and a display salesman of wide acquaintanceship 
in the particular field to be covered by Mr. Murdison, has 
become. associated with the new company as sales. man- 
ager. Andrew W. Murdison, president of the company, 
started his window display career with R. H. Williams & 
While there he 
took the silver cup for the best collection of display win- 
dows in competition with many others. This was during 
the open competition in Canada in 1914. 

In the new offices at Chicago some of the very newest 
background ideas will be shown. Anaglypta in full and half 
relief will be shown to advantage as it would appear in. 
the show window, attached and decorated. Mr. Murdison 
has also directed the getting out of new screen panels and 
interchangeable dividers. His many friends throughout 
the display field are wishing him unlimited success in his 
new location. ; 
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li it is about 
show cards=-=- 


you will always find a wealth of valuable 
information in SIGNS OF THE TIMES 


each and every month. 


Take a look at the contents of the December 
issue, for instance, which carries among others 
the following exclusive features: 


Show Card Department 


Versatility of Shadowland’s Sign Artists as Seen at 
Thos. H. Ince Studios. G. B. Spurgeon. 
Entries in Store Men’s Contest Reveal Room for 
Improvement. 
First Prize Cards in Store Men’s Contest. By Frank 
G. Hanna. 
By 22 C. 


Simplicity is Highest Form of Sign Art. 
By H. C Martin. 


Martin. 

Sixteen Show Card Layouts. 

Uniform Cards in Store Windows do not Detract 
from Merchandise. By Frank Dodson. 

Page of Cut Out Illustrated Cards Done by Frank 
Dodson. 

Way-to Make Oil Paper Stencil Commonly Used 
by Sign Men. By Bert Zahn. 

Commercial: Value of Process Stencil Displays as 
Practical Advertising. By Earl Glen Deane. 
Guess I'll Stay Where I Am Geo. Until They Pass 
the Xmas Presents Around. By Voorhees. 


Store Front Advertising Department 
Possibilities of Popular Jazz Alphabet. By Carl Lars 


Svensen. 

Recommended Estimate Basis for Muslin Signs on 
Frames. 

New York Sidelights. By Reb. 

California Sunbeams. By C. E. M. 


Ornamental Gold Job Estimates Would Bewilder 
Prospect. 

Chicago News. By Aitcheff Vee. 

Benefit Employer and Employee Associated Sign 
Craft Aim. 

Sign Seeing in Europe (Second Installment.) By 
Wm. J. Kerr. 

Questions and Answers. 

Letters to the Editor. 


$3.00 Will Put You on the Subscription List 
for a Full Year. 


SIGNS OF THE TIMES 
CINCINNATI, OHIO 
Publisher of Standard Books on Show Card Writing, 
Lettering and Art 


SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. 
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Show Cards of Today and Long Ago 


Only a few quick stunts provide some unusual effects in flower 


painting and afford decoratives necessary 


By JOSEPH HENRY KEENAN 
Master Show Card Writer, New Castle, Pa. 


HOW cards and silent salesmen, as let- 

tered today, are wonderful works of art 

when compared to the cards of twenty 

years ago, about the time I entered the 
large shops of a modern city like Pittsburgh to 
apply for a job as apprentice. If a merchant came 
into a sign shop and wanted a show card, the entire 
shop was upset and an argument arose immediately 
as to who would do the card. 
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Suggested Attractive Cards With Color Combinations by Joseph H. Keenan, of New Castle, Pa. 


In those days the boss sign painter generally 
tackled the job. He would stop to wash his hands, 
clean up the bench, get out a white card, usually 
22x 28 Railroad board, which was most generally 
used. No such colors in cards were manufactured 
then as are available now. Water colors for card 
work were practically. unknown to the trade then. 
He would proceed to letter the card with asphaltum 
or Japan black, and wind up with such trimmings 
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Follow These Colors to Perfect Work 


— SHOW GARD GoLors 


jaw c CARD CO! 











Show card designers know that their colors must be depend- 
able; they cannot afford to take chances. That’s why Daily’s 
“Perfect Stroke” Show Card Colors have a great and grow- 


ing demand year in and year out. 
They’re brilliant and durable. The light colors cover with one Prepare for 
stroke on black and they hold the brush in perfect shape, re 


moving all danger of splitting and ragged edges. Graceful, JANUARY SALES 


perfectly-formed lettering results; in fact, it’s guaranteed. Give yourself all the benefit 
of speed and accuracy that “Perfect Stroke” Colors lend—order an assortment today. 





“PERFECT STROKE” COLORS AND PRICES ee ae. 
Twelve Shades: Black, White, Light Blue, Dark Blue, Light Green, Dark Green, Yellow, ¢ well prepare 
Light Red, gy Red, Brown, = and Orange. case i ay by having on hand 
Z-ounce atent ap TG cae Radice tabianddaimccisaaeets eac 40 doz. 
Half-Pint Patent Cap NG 0 Sankt ddiastacsccescccs oo 6.00 ' a ag supply of 
re NR OE SIN occ ewa cect senad secleidaceesscneedivs ‘ sig 10.80 “ 
Care Peet Cae -THGGTIOE. 5 5 cece ccccccccesccncceccccccccne 1.75 *‘ 21.00 “ these famous 


Prices f.0. b. Dayton 


; Ash 
BERT L. DAILY DEE tc 


126-130 E. THIRD STREET DAYTON, O. 





Reg. U. S. Pat. Off. 
BRUSHES ano SUPPLIES 


Write for Catalog No. 11 























Use Coit’s Ball Bearing H U URTOCK 3 
Lettering P ens DULL FINISH | 
"eet ae 4 SHOCARDB 
pit en pile hasta Beg rn 23 DISTINCTIVE: MAGNIFICENTCOLO 
SAMPLE CARD COLORS SHOULD BE IN 
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You can make any style lettering from the 
finest line to the heaviest with the Coit Let- 
tering Pen. 

No skill required. Equal to brush work. 
Made of Special brass with ball-bearing end 
and ink retainer. 

At your local dealer, or if not supplied, 
send us his name and we will fill order. 


THOUSANDS OF SATISFIED USERS. 


Manufactured by HURLOCK BROS.COMPANY ine. 


The Bridgeport Pen Company 3436-38 MARKET STREET 
BRIDGEPORT, CONN., U.S. A. PHILADELPHI A 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 



































These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


oArthur OF. dioerauf ©Co. 


525 Woodward Ave., Detroit, Mich. 
Send for Illustrated Catalogue 








1 No. 12 Pure Sable Rigger $ .90 
1 No. 8 Pure Sable Rigger 50 
1 No. 6 Pure Sable Rigger 35 
2 2-Ounce Water Color (Red & Black).---~--. 50 
1~Razkut Card Cutter-_- 25 
1 Show Card Instruction Book—FREE 

TOTAL VALUE $2.50 

PEN OUTFIT FOR $1.00 

1 Set Speedball Pens $ .50 
1 2-Ounce Speedball Ink 25 
1 Speedball Instruction Book 15 
1 Double End Penholder 15 
1 Set (12) Round Writing Pens 20 

TOTAL VALUE $1.25 
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as a gold bronze edge border and hair line inset 
of red. And they called it a show card! The old 
and much-envied rubber stamps were then in vogue 
also, so the merchant made most of his own show 
cards. 

Today there is a demand for show cards. for 
every season of the year, both from an announce- 
ment and advertising standpoint. They require 
thought and study. One-stroke work is readily ad- 
mired, and, with a little forethought, decorations, 
that are in keeping with the copy will result in a 
neat, attractive, clean-cut card at the hands of the 
card writer. Card writing is a higher skilled craft 
than is generally believed and is attracting more 
attention every day, yet I believe this important 
branch of the craft is still in its infancy. 


Card writing is in a class by itself and taste 
and skill are necessary features. Where the sign 
painter is forced to hold to the legitimate standard, 
the card writer can make a corkscrew or some 
other symbolical character and tell you it’s an “S” 
and that settles it. The card man can take a lot of 
liberties that are now permitted in the sign trade. 


There are three simple fundamentals to remem- 
ber: First, to feature bold descriptions or history 
of the article in small type and the price large; 
second, lots of margin around the card (give it 
air), and third, neat decorations placed on the card 
in an artistic manner. Such decorations add greatly 
to the importance of a card, especially flowers, 
which are simple, if applied in the following man- 
ner: 


“The Rose.”—Apply a small drop of carmine, 
No. 40, paste in a form almost the size of a penny. 
With your No. 14 Red Sable dipped in heavy white, 
by moving the brush in a rotating movement the 
white will blend quickly with the carmine, giving 
you the delicate pink and white highlights. Next, 
by dipping your brush in lemon yellow and chrome 
green (medium), you may complete a leaf with one 
stroke, showing two shades of green at one opera- 
tion. 


“Violets.”"—These are painted by a_ similar 
method by dipping your brush in mauve or a deep 
purple half-way. Then touch your brush in paste 
white. Press your brush down to make your first 
petal, then raise it up from the card. After your 
five petals are finished you should have a violet 
blended beautifully into purples and whites, giving 
you the lavendar tones. Now place a dot of fiery 
lemon yellow in the center of your petal. High- 
light this with a touch of English vermilion and 
paint your leaves the same as for roses, only 
smaller, using judgment to paint the right kind of 
leaves that conform with each flower. 


“Forget-Me-Nots.”—These are made more 
easily by a few strokes of Prussian blue. When 
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this is done, ultramarine should be applied on top. 
Next, a few strokes of light Italian blue can be 
used, then a few strokes of pure white. Yellow 
dots can be applied in the centers, and the whole 
can be trimmed with a few green leaves, using the 
one-stroke. 

A fine bronze for show card work is made in 
the following manner: Mix one ounce of best lin- 
ing bronze with two ounces of cheap brilliant gold 
bronze, cut with wood alcohol. Then bind with 
LePage’s glue, partly thinned. Break up on a piece 
of glass slab and thin with water. This is very 
effective for hair lines and in finishing up your 
flower stunts. 

Descriptive of the above methods, I am submit- 
ting with this article a series of six show cards, 
underneath which I have provided the information 


as to the color scheme and other details. 

The card in the layout I am submitting this month, titled 
“Neckwear,” is ultramarine blue, the background lettering 
in white. The $1 mark is in white with orange inset and 
black outline. The scene is in colors and the lining in 
black. The card titled “January White Goods Sale” is on a 
background of jet black, all lettering in pure white and the 
trimmings done in orange chrome. 

The card titled “The Rosary” is on a jet black back- 
ground, lettered in Italian blue, orange and white. The price 
is in Italian blue with white outline. The squares at the top 
and bottom of the card are of Italian blue with carmine red 
lines. The card titled “On Sweetheart Shore” is made on 
a bright orange background, striped with heavy lines of 
carmine. The initial letters of the title are in orange, the 
balance in white. The small talk is in pale blue and apple 
green. The price “49c” is in orange, outlined in white. 
The flowers are in natural colors. 

The card in the center of the lower row, titled “Safe!” is 
made on a background of dark olive green. The top lines 
are lettered in light blue. The word “Safe” is in English 
vermilion and light orange, the inset being outlined in white. 
The small talk is in white and the price the same, striped 
in black and gold. The poinsettas are painted in natural 
colors. The final card, titled “Suits, Overcoats and Top- 
coats,” is on a dark olive green background. The initial 
letter is in English vermilion, the small talk lettered in 
white. The price is in Italian blue with a white outline, a 
heavy black band being painted around the price. The 
wreath and roses are in three tones of red, striped in gold 
lining bronze. 





CLEVELAND BRANCH ESTABLISHED BY PAASCHE 


A Cleveland (Ohio) branch of the Paasche Air Brush 
Company has been established in the Perry Payne Build- 
ing, 740 Superior Avenue, West. H. W. Wivel is in charge. 
Mr. Wivel is a capable finishing engineer with a rich back- 
ground of practical experience in the application of all 
enamels, varnishes, lacquers, paints, etc. A complete stock 
of Paasche finishing equipment, portable painting. machin- 
ery, rubbing machines, artists’ brushes and repairs for the 
same will be maintained in the Cleveland office. 





ANOTHER STORE IS ADDED TO KANSAS CHAIN 


The Rorabaugh Dry Goods Company, of Wichita, Kans., 
has just completed the purchase of the Bertsinger Dry 
Goods Company, of Salina,»Kansas, adding another to the 
chain of these stores in Kansas and Oklahoma. 
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Make Customers of 
Window Shoppers 


Displays and window cards made with the 
Paasche Air Brush quickly change passers- 
by to customers. 


This equipment will pay for itself many 
times in added sales. The finest invest- 
ment you ever made! You will say so 
yourself, 


Write Today for Catalog 


PAASCHE AIR BRUSH COMPANY 
1902 Diversey Parkway Chicago, II. 























SILK SCREEN PROCESS 
SUPPLY CATALOGUE 


Just Off the Press 


LISTING: 
“Strong’s Simplified Press Paint Process 
Outfit,”” Silk, Squeeges, Frames, Cutting 
in Color, Thinner, Sizing Liquid, Pro- 
cess Units, Paste Colors, etc. 


Every card writer is invited to write for 

this new catalogue, also our regular sup- 

ply catalogue of card and sign writers’ 
equipment. 


Address SUPPLY DEPT. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 
The Pioneer Line Twenty-four Years of Service 
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Variety in Men's Wear Cards Needed 


Must be vastly different in each display in order to attract and 
hold attention of patrons of this class of store 


By DONALD D. KESTER 


Display Manager, Bremer’s Golden Eagle, lowa City, Iowa 


N the writing and preparation of show 
cards for the men’s furnishings store it is 
often advisable to use something unique. 
The average men’s store contains displays 

that are so similar that there must be the added attrac- 
tion power of a show card that will practically speak 
for itself in advising the passerby that there 1s some- 
thing unusual, something different, in the window. 

In my particular instance I am confronted with 
the problem of attracting and holding the attention of 
university students, for the state university is located 
in lowa City. I try, therefore, to make my cards un- 
usual and of a different design in each trim. I do not 
pose as an experienced or professional card writer. 
All that I have learned in writing show cards has been 
from actual experience, starting with my apprentice- 
ship with E. H. Leaker, of The Hub, in Chicago, quite 
a few years ago. The only other instruction I have re- 


ceived has been from The DISPLAY WORLD and 
other trade papers. 

The small card, headlined “Caps,” is done in black 
pen lettering, the title in white outlined in black. The 
initial letter “C” is white‘and gold and the strip. is cut 
loose at the bottom, this strip being of a light tan- 
colored paper, outlined in black. 

The card, “Footwear,” is on a mottied blue back- 
ground, the lettering in black, with the exception of the 
title, which is in salmon outlined in white, the initial 
letter being in salmon outlined in white, the decoratives 
being outlined in both black and white and the initial 
painted on a light tan background. 

The card, “Distinctive Boys’ Apparel,” is on a 
similar blue mottled background, the title lettering in 
salmon pink, including the initial letter, witch is out- 
lined in blue. 

The card, “Flannel Shirts,” is on a similar back- 
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Variety of Unusual.Men’s Wear Novelty Cards by Donald D. Kester, Iowa City, Iowa 
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ground, the title, “Shirts,” being pure white outlined 
in black, the initial letter being done in white and gold 
on a light tan strip, which is also cut away from the 
card. A crinkled background of tan was used for the 
card, “It’s Overcoat Time.” The outline was in red and 
white. The title lettering was in white and gold. The 
bottom pen lettering was in black. 

The card, “Clothes for Formals,’ was made on a 
black background with a cut-out at the top. The letter- 
ing was in white, an outlined letter being used. ‘This 
was a simple but effective card in arresting attention. 
The card titled “Crown Park” was on a mottled blue 
background, the title done in red outlined in white, the 
pen lettering in black. The initial letter was in red 
outlined in white on a tan background. 


All of these cards were used in frames. In fact, I 
rarely use cards in my window displays unless they are 
encased in suitable frames, as I believe this greatly adds 
to the appearance of the display in general, particularly 
in displays of men’s wear. : 





COMPLETE NEW LINE OF TEXTILES INTRODUCED 


. Otto Jaeger & Sons, Inc., manufacturers and distribu- 
tors of the famous Peerless Febrics, have announced the 
introduction to the American public of a new line of tex- 
ties specially adapted for this market from foreign sources. 

A representative of Otto Jaeger & Sons, has recently 
returned from an extended visit to Europe where he made 
an intimate study of the best of the foreign products. The 
products of Otto Jaeger & Sons, Inc., are well-known in 
the trade. Their fabrics, especially for furniture, windows 
railway car, and automobile decoration are known to up- 
holsterers everywhere. They have an organization covering 
the country, with main offices in New York, Chicago and 
San Francisco. Ed. Jaeger is president of the organization, 
and Otto Jaeger is vice-president. Both are sons of the 
founder, maintaining his traditions of textile crafts- 
manship. 





ANIMATED SIGN PROVES ATTRACTIVE AFFAIR 


Appeal to the eye through motion pictures in window 
displays has proven effective. Such an animated sign, re- 
cently introduced by the Animated Products Corporation, 
19 West 27th Street, New York City, is attracting wide- 
spread attention. It dramatizes and advertises products 
in an animated method that rarely fails to attract attention. 
Some of the large firms using these animated signs include: 
United Drug Stores, Wrigley’s, Vacuum Oil Company, Bur- 
rough’s Adding Machine Company, Durant Motor Company, 
Cadillac Motors, General Motors, American Express Com- 
pany, Standard Oil Company, Western Union, and others. 





DISPLAYMAN STARTS DECORATING FIRM 


William A. “Billy” Fread, who has been display man- 
ager of the A. Herz Store at Terre Haute, Ind., for many 
years, and who. has been associated with this retail estab- 
lishment for the past thirty years, has resigned and has 
entered business under the name of The Terre Haute Sign 
& Decorating Company at 65114 Wabash Avenue, that city. 
Associated with Mr. Fread will be Pete F. McGinn, who 
has been in the sign painting business in Terre Haute 
several years. The new firm will specialize in floats, deco- 
rating, window displays, show cards and signs. 
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The New Catalog is Ready! 
The WOLD AIR BRUSH is an AIR BRUSH of QUALITY 


5 It is strong and durable and does 
the work. It has a good reputation, 






Ask for the new catalog showing Air 
Brush Outfits for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 


2173 N. CALIFORNIA AVE, CHICAGO, ILL. 








STENCIL SILK 
USED IN MAKING 
SIGNS, PENNANTS, 
SHOW CARDS 


ALL NUMBERS IN STOCK 
SAMPLES ON REQUEST. 


ROBERT L. LATIMER & CO. 


26 N. FRONT ST. PHILADELPHIA 
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HOW TO ORGANIZE 
A FLORAL PARADE 


By JOS. SCHACK 
A 24-page paper bound pamphlet, just off the press, 
containing all the information necessary for the or- 
ganization of floral parades. Fully illustrated with 
design suggestions and working diagrams. 

Price 25c Postpaid 

Order from P 
The DISPLAY WORLD, Cincinnati, O. 
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Air Brushed Cards Prove Effective 


Use of this implement provides additional dashes of color and 
design that often makes window cards more assuring 


By J. H. HILTON 
Manager, Merchants’ Display Service Co., Akron, Ohio 
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OMBINING the use of the air brush with that beveled edge cards always command attention, be- 
beveled edge card, the average show card cause they stand up properly, without warping or curl- 
writer can accomplish some results that ing, are heavy and adaptable to the use of the air brush 
will produce effects especially adaptable to more easily than any other stock that can be procured. 

the men’s wear store or novelty display. I have found In submitting the show cards for this month’s issue 
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Air Brush Show Cards by J. H. Hilton, of Akron Ohio, For Merchants of That City 


MASTER-STROKE BRUSHES 


WRITE RIGHT NOW for a copy of our Card Writers’ Bulletin. It contains 
more than 240 illustrations of Brushes, Stencils, Air-Brushes, etc.. It’s FREE. ee 
Get a copy of this new Bulletin and save money on your Brushes and Supplies. ee eat 
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DICK BLICK CO. — BOX 437D — Galesburg, Ill. rouremonzar 
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of The DISPLAY WORLD, I am calling the attention 
of the readers to the fact that these cards were used as 
a part of the service I am giving the merchants of the 
city of Akron, Ohio. A co-operative service is some- 
thing new in the retail field, but in giving the smaller 
stores the same high-class window displays that are 
featured by the larger stores in a city of the size of 
Akron, it is necessary that the show cards also be in 
keeping with this high standard. 

The three cards illustrated with this article are on 
plain card stock. The card “Neckwear” contains a 
small winter scene in the upper left hand. corner, bor- 
dered in red, and with two sprays of holly. The letter- 
ing is in. black, and the title is air brushed in a color 
bordering on heliotrope. 

The center card in the top row is on black card, the 
lettering in white, the initial letter outlined in red, and 
the name of the firm in the lower left hand corner in 
red, outlined in white. Another small autumn scene 
adorns the upper left hand corner. 

The card titled “Gloves” is made simply in order 
to be more attractive. The illustration is the same as 
on the first card mentioned, the lettering being without 
adornment all the words being underlined in plain 
black. 

The three bottom cards are made on beveled edge 
stock, which is of a grey color, with a stripe of deeper 
grey, almost invisible. The card “Sweaters” is lettered 
in black, the title word outlined in white and underlined 
in orange. The word “Fall” is also underlined in 
orange and all other words underlined in white. The 
illustration and ornament are in black, orange and 
white. The use of the air brush is apparent in the 
adornment of the picture and ornament. 

The card “Fall Hats” is made in such a way that it 
can easily be seen from all angles of a window. The 
title is in pure white, the smaller words of the same 
color, shaded in twilight black with the air brush. The 
titlé words are shaded with the air brush in a magenta 
color. The lower finish line is in black and orange 
and other air brush ornamentation in light tan. 

The card “How’s Your Hat?” is similar to the 
sweater card, with the possible exception of the under- 
lined title, which is in white and orange. I found all 
these cards very effective in attracting attention, and, 
by the use of frames, all of them added zest to the 
displays. — 





UNIQUE WINDOW DISPLAY DUE TO A BET 


Residents of Wilmington, Ohio, recently observed a 
unique window display at the furniture store of G. M. Rice. 
A lone man, well known to all residents of the city, sat 
on a lone chair in the window from 7 o’clock in the morn- 
ing until 5:30:in the evening. That man was Rufus Lisle, 
member of the firm of Lisle & Rucker, of Wilmington, 
and he sat in the display window to pay an election bet 
which he lost through the election of Calvin Coolidge 
to the presidency. Had Davis been elected, Mr. Rice, ac* 
cording to the terms of the bet, would have had to sit in 
the window for an entire day. 
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NAT-MAT 
Cardboards 


A colorful selection and a quick dry- 
ing surface. 


Ask for free sample book of Nat-Mat 
Cardboards; also illustrated circular of 
cut-outs and beveled edge cards. Fac- 
tory prices. 








Manufacturers 
4318-36 Carroll Avenue 


Chicago; Iil. 
85% of a show card’s color is 
the surface of its cardboard. 




















The F'ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order . 
Ask Any One of 18,000 Users 
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Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 














Card Writers’ Materials 


LARGEST STOCK IN THE SOUTH 


WAITT & GLASS 

















828144 E. MAIN STREET RICHMOND, VA. 








Thousands of Folks 


visit well lighted business districts and_ they'll 
see your window display if you use an A & 
ELECTRIC TIME SWITCH to turn on and off 
your lights at a specified time. 


The A & W Electric Sign Co. 


212% E. 19th St., Cleveland, O. 














weet Bronze Signs 
Economy — Quality 
— Service 
MANUFACTURERS 


ART IN BRONZE CO. ‘Glevetanb, 0. 
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With the New York Displaymen 


Fifth Avenue window display contest for centennial proves of 
exceptional interest—Macy store stages circus parade 


By WILLARD D. HART 
New York Correspondent, The Display World 


INNING over hundreds of competitors in one 
of the keenest competitions ever waged among 
merchants in the Fifth Avenue sector, B. Alt- 
man & Company have received the silver lov- 
ing cup for the best window displays in con- 
nection with the centennial celebration of Fifth Avenue. 

The award was made by an art jury composed of painters, 
sculptors, lighting experts and architects after about one 
thousand competitors had been eliminated. The factors 
considered in making the award were artistic merit, beauty 
of concept, choice of subject and the merchant’s point of 
view in making his wares attractive to the public. Cer- 
tificates of artistic merit were awarded to thirty-two other 
contestants. 

The Altman victory is all the more signal, it is declared, 
because it was won over exhibits arranged by some of the 
foremost experts in merchandising and display in the 
country. The Altman conception was a contrast of the 
modes of the past in women’s dress—the age of crinolines 
and ruffles—with the silken confections of the day. Each 
window had as a background a tapestry valued at thou- 
sands of dollars each. 

The choice of the window was not easy, the jury pointed 
out in its report. “But of all of the windows inspected,” 
it said, “those of B. Altman & Company combined in the 
highest degree, dignified and simple arrangement, a definite 
historic interest suitable to the centennial anniversary and 
a harmony in the composition which, in our judgment, 
entitled the firm to the award.” The radius of the com- 
petition extended from Fourteenth Street north to the 
Plaza on Fifth Avenue; Madison Avenue from 42nd Street 
north and the crosstown streets—the section embraced in 
the activities of the Fifth Avenue Association, under whose 
whose auspices the competition was held. 

The cup was a gift, through the Fifth Avenue Associa- 
tion, of Arthur Williams, general commercial manager of 
the New York Edison Company. Members of the jury 
who made the award were Alexander B. Trowbridge, con- 
sulting architect to the Federal Reserve Board, chairman; 
Arthur S. Covey, chairman of the committee on paintings 
of the Architectural League; Edwin H. Blashfield, president 
of the National Academy of Design; J. Monroe Hewlett, 
president National Society of Mural Painters; Bassett 
Jones, member of the Illuminating Engineering Society; 
Herman McNeil, former president of the National Sculp- 
ture Society, and George B. Rooney, president of the New 
York Metropolitan Display Men’s Club, and display head 
of Abraham & Straus, Inc., Brooklyn. 

Certificates of merit for the artistic displays of mer- 
chandise were awarded to: 


Abercrombie & Fitch Company, Arnold Constable & 
Company, Bergdorf Goodman Company ,Crichton & Com- 
pany, Ltd., Charles A. Dards, Di Salvo Bros., Inc., Dobbs 
& Company, Alfred Dunhill of London, the Ehrich Gal- 
leries, C. G. Gunther’s Sons, Hanan & Son, L. P. Hollander 
& Company, T. Kirkpatrick & Company, Knox Hat Com- 
pany (Madison Avenue store), Theodore A. Kohn & Son, 
Kurzman, Charles Woolsey Lyon, H. R. Mallinson & Com- 
pany, James McCreery & Company, Grande Maison de 
Blanc, Maison Maurice, Marjorie Oerlich, Inc., Orkin’s, 
Peck & Peck, Raymond Whitcomb Company, W. & J. 


Sloane, Stern Bros., Shoecraft Shop, Tappe, Inc., Udall & 
Ballou and Yamanaka. 


Circus Parade Staged by Macy Store on Gotham Streets 


As a means of properly introducing their extensive 
spectacular toy display in their 75-foot window on 34th 
Street, R. H. Macy & Company went to the expense of 
staging a typical circus parade through the city streets. 
The window display and parade cost the firm thousands 
of dollars. A window last year prepared by Tony Sarg 
cost the firm some $20,000; this amount was exceeded this 
year with the window and parade. The window this year 
has again been executed by Tony Sarg, a world famous 
artist. 


All along the six-mile line of march the streets were 
lined with people, grown-ups and youngsters, several rows 
deep. At the culmination of the procession on Mth Street, 
between Seventh Avenue and Sixth Avenue, the crowds 
made it difficult for the police to keep the street suffi- 
ciently cleared to allow the parade to pass. The climax of 
the parade, as far as the little tots were concerned, came 
when Santa Claus left his seat on a float to ascend his 
silvery throne on the top of the marquee over the entrance © 
to the new west building. A great cheer arose from the 
crowd when some tot on the curb yelled in a shrill voice, 
“Three Cheers for Santa Claus.” Immediately after this 
Santa blew three blasts on his trumpet and suddenly the 
curtains were drawn from the “Fairy Frolics of Wonder- 
town,” the Tony Sarg display, in the 75-foot window. 


The parade, with its many thrills, including knights in 
armor, live animals, Mutt & Jeff, “Highpockets” Wilson, 
the stilt walker, the clown band, fairy tale floats, etc., was 
entirely forgotten when the window curtains were drawn. 
The thousands crowding 34th Street seemed to move as 
one toward the display for a closeup of the spectacle that 
worked mechanically in the window. The parade got under 
way at 145th Street and Covent Avenue, and in just a few 
minutes’ march had acquired a considerable free lance 
following of youngsters masquerading in Thanksgiving 
costumes of their own. They fell into line and dodged 
gleefully as capering clowns and _ big-headed monsters 
darted after them. 


The window display in the 75-foot window depicts a 
fairy tale dream of a big city with castles, lakes, roads 
and landscapes, and is called “The Fairy Frolics of Won- 
dertown.” The display has been in preparation since last 
April. The entire window works mechanically and some 
of the castles are as high as eleven feet. The door of the 
main castle opens and characters of all nursery rhymes 
walk along the main road into the castle. The march 
along the road consists of 26 platforms representing every 
Mother Goose rhyme that can be shown in stage form. 

All of the characters walk mechanically. In two dif- 
ferent places marionette shows are going on. When these 
are not working they are hidden by a small curtain. The 
crowds outside the window have been sufficient to block 
the sidewalk since the opening on Thanksgiving morning. 
On the 26 platforms are represented the following rhymes: 





24 


re 
NS 
t, 
ds 
fi- 
of 
ne 


ce” 


1e 
e, 
is 





December, 1924 


This Pig Went to Market; Peter, Peter, Pumpkin Eater; 
Mary, Mary, Quite Contrary; Little Jack Horner Sat in a 
Corner; See, Saw, Margery Daw; Little Bo-Peep Has Lost 
Her Sheep; Hark, Hark, the Dogs Do Bark; Jack Spratt 
Could Eat No Fat; Old Mother Hubbard and Her Dog; 
Ring the Bell; Sing a Song of Sixpence; Ride a Cockhorse 
to Banbury Cross; Old King Cole was a Merry Old Soul; 
Fa, Fe, Fi, Fo, Fum; The Lion and the Unicorn; The Queen 
of Hearts; Little Miss Muffett; Rub a Dub, Dub; Three 
Men in a Tub; Hush-a-Bye, Baby, on the Tree Top; Bah, 
Bah, Black Sheep; The Ten Little Nigger Boys; A Frog 
He Would a-Wooing Go; There Was a Crooked Man; 
Here We Go Round the Mulberry Bush; Three Blind Mice, 
and Cock a Doodle Doo. 


Gimbel Store Uses the Cartoon Characters Effectively 


Characters familiar to all the children by their activi- 
ties in the daily local newspaper cartoons have been trans- 
planted to the toy department of Gimbel Brothers and there 
become the dominating factors for Christmas. Believing 
the fairy tales have been overdone, as well as illustrations 
of the stories, Robert Jones, display manager, evolved the 
idea of animating by electricity and motors the various 
characters that the children see every day in the news- 
papers. j 

The children laugh merrily when they see Mrs. Jiggs 
chasing Jiggs, himself, around the top of one of the pil- 
lars with a broom. They laugh again when they see Barney 
Google blink his goo-goo eyes from the top of another 
pillar, while Sparky bows his head and opens his mouth 
alongside of Barney. 

They rush in and out under the long legs of Andy 
Gump, Slim Jim and Pop. These characters, all tall, have 
been made even taller. Their extremely long legs are 
warped in arch shape and are at the head of each aisle 
on the floor, forming a sort of arched entrance into the 
department from the elevators. Happy Hooligan and 
Monty are shown going in and out of a house, here and 
there. Maud is getting in her deadly work with her iron- 
shod hoofs. 

The characters are shown in humorous scenes over the 
tops of the elevators. Andy Gump is shown taking a ride 
in his motor boat, Polly’s Pa is shown swimming in the 
briny deep, Barney and Sparky are seen in a rowboat 
being pulled by their famous ostrich, Rudy. The boat is 
titled, “One Ostrich Power.” Toots and Casper are shown 
with their prize-winning baby, Buttercup. In fact, all of 
the characters are shown in some kind of pose in these 
scenes, which hide the wall over the elevators. All the 
characters are lifelike in appearance through the use of 
motors which make them move mechanically in their char- 
acteristic way. On the 33rd Street side transparent pic- 
tures are shown around the tops of the cases. These serve 
not only to hide the side walls, but also afford an oppor- 
tunity of opening windows, letting the air in through the 
transparency, but keeping out all draft so that the kiddies 
do not catch cold. 

The children can see every one of their favorite news- 
paper cartoon characters, including the Katzenjammer Kids, 
Moon Mullins, Mushmouth, Sunshine, Jimmy, Regular Fel- 
lows, Skeezic, Avery, Smitty, Harold Teen, Castor and 
Olive Oil, Abe Kabibble, etc., when they visit Santa Claus 
at his throne at the rear of the store. Here an unusual 
method of presenting éach character is employed. A rail- 
ing runs along thes outside of the stairway and platform 
leading to the throne and each paling in the fence repre- 
sents one of the characters. 

Large mechanical toys add to the attractiveness of the 
department and last, but not least, the old, always-welcome 
clown has been given one of the seats of honor near the 
center of the department. This mechanical clown plays a 
violin continuously. 
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“It Will Pay You 


| To Investigate” 


When in the market for Display Fixtures, 
regardless of how large or small your needs 
may be, and no matter what design you 
have your mind set on, it will prove to your 
advantage to get in touch with us. 

Our factory is the largest in the East 
specializing in Display Fixtures only, and is 
equipped to take good care of your require- 
ments. Our prices are a revelation if de- 
sign and quality is considered. 


Ask us for samples and let us quote you 
prices. We are at your service. 


Segall & Sons 


Manufacturers of 


Period Wood Display Fixtures 


Offices and Showrooms Factory 
933 Arch Street 865-67-69 N. Randolph St. 


Philadelphia, Pa, U. S. A. 


































The Season’s Greetings 


ANNOUNCEMENT--- 


To the Display Profession and Those 
Interested in New Decorative Ideas 


WE CORDIALLY INVITE YOU TO OUR 


OPENING 


JANUARY 5. 1925 


The Murdison Company 


316 N. Michigan Blvd. Chicago, IIl. 





















MAGAZINE, Art, Nature, Sports, 
Mental and Physical Culture. For 
artists, students, thinkers. Stands 
for the BODY BEAUTIFUL, Mind 
Intellectual, S o ul Intuitional. 
Drawings and photos of Ideal 
Human Proportions. Animals, birds, designs, car- 
toons, comics, etc. Art lessons, criticisms, assign- 
ments; inspiring articles and poems. Nothing like - 
it. Must be seen. Will help you gain health, wealth and 
happiness. Opportunity knocks now at your door. 


i for 5 mo, trial sub. 
CUT THIS OUT  (X0" sree" simples) “0. Kor refund: 
—ART and LIFE, Dep. 25-19 Kalamazoo, Mich.— 











When Writing Advertisers Mention The Display World. 
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Chicago Monthly Display Review 


Toy windows begin to appear as early as November fifteenth on State 
Street, while Christmas decorations are found in other stores 


By J. DUNCAN WILLIAMS 
Chicago Correspondent, The Display World 


S November draws near to the close, the day 
after Thanksgiving finds many Chicago stores 
beginning to make their Christmas displays. 
The first toy window made its appearance as 
far back as the 15th of the month in the large 
corner window of The Fair. It was quite distinctive—and 
alone for fully ten days following its first appearance, 
when.it was joined by two or three others. 
Thanksgiving seems to have an added and special sig- 
nificance this year—especially to Chicago merchants—for 
aside from the day of feasting and good feeling, it brought: 
some real cold weather with it and there is no lingering 
doubt as to the shopkeepers’ appreciation of such a bless- 
ing. While there are quite a few Christmas displays show- 
ing purely gift offerings, there is a considerable amount of 
warm wearing apparel being displayed with attractive price 
cards under the suggestive and benevolent holly wreaths. 
f At Fields, the large corner window at Washington and: 
State has been transformed into a wonderland of toys. 
The window is full of all kinds of toys. Four background 
panels done in brilliant colors and representative of a circus 
tlephant on parade, perform the necessary transformation 
of the previous background into one that is appropriate 
to the present occasion. 
Other windows of this store along State Street have not 
yet been trimmed with the real Christmas gift suggestions, 
such as will be shown a week hence, and, therefore, will 
have to forego description at this time. Evening dresses, 
fur-trimmed evening coats, fur-trimmed street coats and 


children’s apparel constitute the displays that are in at the . 


time this is written. The corner window at Randolph 
Street is particularly attractive with a display of four 
figures wearing black fur coats, full length, some of which 
are faced with other fur of a lighter shade. 

All of the windows of the men’s store of Marshall Field 
& Company are showing Christmas decorations and dis- 
playing merchandise such as might appeal to early gift 
shoppers or the man making present-need purchases. For 
instance, one window, trimmed somewhat more stocky than 
is the custom at this store, contains a well-arranged and 
comprehensive display of all kinds of men’s sporting para- 
phernalia—obviously a window to appeal to gift givers. 
The next window is one of pearl gray hats with black 
bands, in the center of which is a handsome black walrus 
bag with gray gloves and a beautiful cane, nicely arranged. 
The hats will sell on sight, as they no doubt were intended 
to do; the bag, cane and gloves in the same trim suggest 
themselves as appropriate gifts. Other displays are handled 
in similar fashion—a well-conceived and well-carried-out 
plan back of each trim. One reason why the windows at 
Field’s are worthy of close study by displaymen is that no 
window is ever THOUGHTLESSLY trimmed or made in 
HAPHAZARD FASHION. There is always a method and‘ 
a motive and a definite plan! 

Hillman’s Department Store, which is just across the 
street and one block down from Fields, has a toy window 
that is both unique and effective. There is an outside 
winter scene in the background—a scene of snow-covered 
roofs and church spires. There are colored lights, spot- 


lights and flashlights working continuously and giving 
several different effects to the trim. Back of the scene 
lights are placed so that when all lights are off in front 
an effect is produced which appears like the moon rising 
behind the buildings in the background picture. Very well 
done! 

Charles A. Stevens’ windows have not as yet put in their 
Christmas decorations; nevertheless, the displays are very 
attractive with much merchandise that is more or less sug- 
gestive for gifts for women. The island window carries 
an interesting and comprehensive display.of women’s cloth 
coats trimmed with fur. A variety of styles, colors and 
combinations are shown with the usual: number of wax 
figures and attractively arranged stand drapes. Appropriate 
millinery, handbags, small furs and gloves add tone and 
finish to the entire trim. 

Mandel Brothers’ windows, which are always right on 
time with seasonal changes and displays that are thor- 
oughly in keeping with the high standards of their general 
store policies, are showing distinctive gift merchandise in 
all their State Street windows. The double corner window 
at State and Washington streets is likewise a display of 
toys and a most excellent display at that. Four huge 
candles in the background, rising from the floor to. the 
top of the window, are made more realistic by an electric 
light at the tip with a red celluloid cover. An artificial 
but decorative halo is worthy of mention. 

The Boston Store has one of the best toy windows on 
the street. It is also in the large double corner window 
which, on account of the larger space, offers the best oppor-. 
tunity for displays that are of the spectacular type. A 
troop of reindeers hitched to a Santa Claus sleigh and run-: 
ning the length of the window was the dominant note of 
attraction and interest. A variety of interesting toys were 
displayed down in front and in other available places in 
the window. The background has several windows which 
seem to open upon an exterior winter outdoor scene. By 
the ingenious use of different colored flashlights the views 
are made to represent daylight, nightlight, moonlight and 
darkness with lights shining through windows of distant 
houses. 

Bedell’s windows were among the first to put in their 
Christmas decorations, which are very effective and con- 
sist of silver poinsetta foliage with red flowers, red and 
black Chinese screen panels with here and there a red spot- 
light playing on the silver foliage. The displays of mer- 
chandise are of the clean-cut unit type which has made 
these windows worth watching by displaymen trimming 
women’s wearables. z 

Carson, Pirie, Scott & Company’s Madison Street win- 
dows, which are across the street and facing Mandels, all 
carry a large green holly wreath with a multitude of bright 
red berries in the center of the window background. These 
windows are all trimmed with appropriate gift merchandise, 
including such as furniture, glassware, small rugs, etc., 

The State Street windows also have their Christmas 
decorations in, which consist of a holly wreath, plentifully 
decorated with the bright red berries aforementioned, and 
with artificial holly sprays worked up from the floor to a 
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WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC., 
17 Madison Ave., New York City 


Salesmen and Representatives 
WANTED 
High-grade men selling to 
window display profession 
wanted to represent exclusive 
line of silk plushes on a liberal 
commission basis, in all parts 
of the country. Write us, giv- 
ing experience and territory 
you can cover. 
NATIONAL PLUSH CO. 
7 W. 3rd St., New York City 


ADVERTISING MAN AND 
WINDOW TRIMMER 


An excellent opportunity is avail- 
able for a high-class man for 
one of Canton’s finest and largest 
specialty shops. Do not apply 
unless you have a_ thorough 
knowledge of every type of mod- 
ern display work. Your past ex- 
perience and with whom con- 
nected must be stated in first 
letter. 

Address, “CANTON,” 
Care The DISPLAY WORLD. 























THE CLEARING HOUSE OF THE DISPLAY FIELD 


When you want a man, a position, or have any used materials or window and store equip- 
ment you want to buy or sell, let your wants be known through a WANT AD in 
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THE COST IS LOW—ONLY $1.50 PER INCH—RESULTS EXCELLENT 











height about equal to where the wreath is hung in the 
background. These sprays are tacked to the background 
along the inside panel of each of the two arch doorways 
in the background construction of the window, and form 
a simple but attractive balance of holly decoration to that 
of the wreath in the center. The first seven windows are 
treated in this manner with holly. The first window car- 
ries a display of evening dresses, shown on three figures, 
each of which wears a green, white and a cerise colored 
evening gown, respectively. The figure wearing the cerise 
gown holds a large cerise ostrich fan. Two white furs and 
a white spangle fan shown on a chair of appropriate design 
complete the trim. 

The next three windows, containing three figures in each 
and posed a la Tannehill, display handsome cloth coats 
with heavy fur trimming. Suffice it to say that the colors, 
combinations, styles and the posing ar thoughtfully and 
thoroughly well done. No. 5 is a large window devoted to 
the display of silk umbrellas and supplemented by various 
and sundry individual leather novelties suitable for gift 
purposes, such as bags, vanities, desk sets, purses and other 
similar things. Window No. 6 is a display of women’s 
fancy shoes, shown on the floor and on low bench seats, 
upholstered in tapestry. A large cerise ostrich fan gives 
color to the center unit and two other such fans are appro- 
priately displayed at either end of the window. No. 7 is an 
attractive display of many different kinds and colors of 
beads. They are displayed on “T” stands placed on tables 
on the floor. Six feather fans in colors of pink, yellow, 
light blue and orange are very effectively used in connec- 
tion with the beads. The striking color tones of the fans 
lend an element of attraction and warmth which could not 
be obtained with the beads alone. 

Maurice L. Rothschild’s clothing and furnishing displays 


are quite in tune with the other early Christmas windows. 
Neat little sprays of red berries, holly sprigs and bunches 
of holly hanging at odd lengths by red ribbons are placed 
in the center of the background of each of their unit dis- 
plays. Much regular merchandise is shown in the regular 
way, but here and there are a few articles displayed with 
the idea of suggesting them as gifts. 

The Hub windows are devoting their entire efforts to 
presenting a special sale of suits and overcoats at $50, 
which has been rather extensively—and effectively—adver- 
tised during the two days following Thanksgiving. The 
windows are very carefully and neatly done in the usual 
clean-cut Leaker fashion. The cards are not overly large 
and are well lettered. A framed copy of the newspaper 
ad, printed on book paper, is shown in the center of each 
of their large windows. 





INSURANCE COMPANY STARTS DISPLAYS 

E. J. Owens, an expert in window display advertising, 
who made a study of the art at Boston University, has 
just become associated with the publicity department of 
the Aetna Life Insurance Company at Hartford, Conn., 
as display manager. Mr. Owen will design a window dis- 
play each two weeks, and photographs will be sent all 
agents throughout the country. Model windows are being 
installed in the home office. 





CHANGE ANNOUNCED IN DAYTON CLOTHIERS 

Anthony Brothers, well known Dayton, Ohio, clothiers, 
have sold out to T. D. Ettlinger, formerly with Willner 
Bros., that city. Mr. Ettlinger, who will open the remodeled 
store soon, has added hats, men’s furnishings and children’s: 
clothing. The store has been made considerably more at-: 
tractive by a fine set of Onli-wa fixtures made in Dayton. 
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Maximum Results are Obtainable 


Druggists can obtain good results by tieing up 
window displays with advertised products 


By REN MULFORD, JR., 
The Thompson-Koch Co., Cincinnati, Ohio 


' HEN John Wanamaker put every dollar of his first 
day’s sales into advertising he gave early evidence 
of faith in newspaper publicity. It was an abiding faith 
that ultimately made him Philadelphia’s merchant prince. 
While Solomon is credited with declaring that there is ° 
“nothing new under the sun,” modern masters of adver- 
tising and salesmanship could show the old boy a few 
angles that might not be altogether familiar to him. 
“Advertising at the point of sale” is a method now 
stressed with cheerful vigor. In plain English, it means, 
“Don’t fill your windows with surplus stock, but make 
the products you show tieup with those advertised in the 
newspapers.” 
Try this plan if you earnestly desire to enjoy maximum 
results in increased sales from both. Display space is 
valuable, although there are too many merchants who 





Showing a Good Unit Drug Display by Chas. Fleisch- 
mann for Dow Drug Co., Cincinnati, Ohio 


haven’t acquired the knack of making their windows help 
pay the overhead. The combined sales created by keep- 
ing one’s display in tune with local newspaper advertis- 
ing in a recent test showed a 3CO per cent. increase. Is 
that enough to challenge attention? The Sterling Products 
campaign is on in full swing. Big newspaper space is be- 
ing frequently used. 

Druggists are asked to try the plan of keeping a carton 
of Bayer Aspirin in sight on the counter. The test can 
be made all inclusive, for Fletcher’s Castoria, Pape’s Dia- 
pepsin, Phillip’s Milk of Magnesia, Freezone, Danderine, 
California Fig Syrup, Pape’s Cold Compound, Cascarets 
and Diamond Dyes all lend themselves to the purpose of 
display that will remind passersby of the advertising that 
is now running so regularly in this territory. 

Women are cheerful window shoppers and wise is the 
merchant who recognizes that advertised goods, well dis- 
played, clinches the argument and turns prospects into 
customers. 





INTERIOR DECORATOR BECOMES DISPLAYMAN 

Jerome Jaffrey, formerly in charge of the interior deco- 
ration at Abraham & Straus, Inc., Brooklyn, has resigned 
to become assistant display manager at Saks & Company, 
Fifth Avenue, to A. C. Elders. 
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You Have Accomplished Big Things 


In the Field of Display 


VY OU men, who during 


ca 


“the passing year of 
1924 have set such a high 
standard in your chosen 
profession. This year 
has marked the greatest 
progress in the field of 
display that has ever 
been recorded. 


Through your devo- 
tion to your work you 
have secured recognition 
for the value of the win- 
dow display that ranks it 
highest in the principles 
of merchandising. 


If we have assisted you 
somewhat in the fulfill- 
ment of your work we 
are deeply gratified. The 
manner in which you 
have co-operated and 
supported us is indeed 
sincerely appreciated. 


The year has been 
kind to us, too. It has 
enabled us to expand our 
services to the extent of 
the Pacific coast. Our 
new branch in San Fran- 
cisco has proved a move 
in the right direction. 


Our personnel remains practically 
unchanged and is no doubt familiar 
to you all. We join in wishing you 
all a happy and prosperous year for 


1925 and look forward to further 


assisting you 


in your progress. 


J. R. PALMENBERG’S SONS, Inc. 


Founded 1852 


63-65 West 36th Street, New York 


BOSTON BALTIMORE 


CHICAGO SAN FRANCISCO 
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Merry Christmas 





Happy New Year 





At this time we stop to reflect all the 
good things that occurred to us in the 
past year, and we realize how much 
the sincere friendship and good-will 
you have shown us has meant in our 
growth. 


Our sincere wish to you this Christmas 
and for the coming year is that it will 
be your good fortune to have continued 
success, happiness and prosperity in 
the fullest measure. 








~e4 The Adler-Jones Co. _ 
3 CHICAGO 


























